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A CORKENG FINE OFFER. 


Two hundred thousand copies of THE PHILADELPHIA 
REcoRD 1901 Almanac will be sent by mail in addressed 
envelopes or delivered in person by carriers during the 
holidays. It is sent with the compliments of THE 
RECORD. 

This Almanac ts one of the features of Philadelphia 
journalism, You will find it religiously sought for every 
year and kept always for handy reference in the house- 
hold. Switchmen in the railroad yards; iron workers 
in the big shops; sailors from the river front and 
Sarmers from the country have been coming to the office 
to get itfor years. It is that kind of astand by. Then 
Sor about two weeks after Christmas we receive stacks 


of letters from subscribers thanking us for it. It isa 
mighty good thing. 


Each page in itis 7% inches from top to bottom 
and 4% inches the other way. You can buy a page 
for advertising for $60. Half a page costs $35. No 
quarter pages. 

This is the best kind of a proposition. 

Your copy and your check must be in our hands by 
Saturday, November 24th, 10 days from to-day. Address 


THE PHILADELPHIA RECORD, 
PHILADELPHIA, PA, 
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The cost of issuing the American Newspaper Di- 
rectory is about thirty thousand dollars a year. To repay 
that outlay by the sale of books, at the retail price, would 
call for an edition of six thousand copies. The number 
of copies actually disposed of in a year is not far from 
nine thousand copies. The sales, however, are not all 
made at the retail price and a good many copies go to 
newspaper men who prefer to pay in advertising space 
which though valuable is not equivalent to spot cash. 
Beyond the cost of the publication a reasonable profit on 
the business has to be provided for. It has been found 
that in the case of the American Newspaper Directory, 
like that of most newspapers, without an income from 
advertisements its publication would not be profitable. 

Newspaper men commonly prefer to pay for a service 
with advertising space instead of cash, if it can be so ar- 
ranged, and it has been the practice of the Directory 
publishers to acquiesce in this preference and accept dis- 
played advertisements for the Directory, with the under- 
standing that the price shall be paid in space at cash 
rates less the usual agent’s commission. 

To meet the views of some exceptional newspaper 
men who are unwilling, on principle, to entertain any pro- 
posal looking to an exchange, it has been the custom of 
the Directory publishers to allow a discount of ten per 
cent from the cash rate for a check in full settlement 
accompanying the order for an advertisement. 

For the small Publishers’ Announcements that follow 
the description of a paper in the body of the book, cost 
ing only fifty cents a line, and frequently amounting to 
no more than a dollar or two, it is found best to exact 
the cash in all cases, thereby avoiding complicated small 
accounts, vexatious bookkeeping and collection charges. 

A free copy of the Directory in all cases goes to 
every person having an advertisement inserted that 
amounts to ten dollars or over. 
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A JOURNAL FOR 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., 


VoL. XXXITI. 


BOSTON CORRE SPONDENCE 


Boston, Nov. I, 1900. 

There are now three vaudeville 
theaters here that do not do any 
billposting. The saving effected 
enables them to take large space 
in newspapers and thus over- 
shadow the other houses which 
content themselves with two 
or three inches. In addition these 
three theaters are always found to 
be on top in the papers, for here 
the make-up man always places the 
big ads at the top of the page. 
Another advantage the trio have 
is in getting more free “readers,” 
as free notices are given in pro- 
portion to the size of the ad. Last, 
but not least, these three houses 
putting out no paper do not have 
to issue passes for posting privi- 
leges and do away with the ‘dead 
heads.” As many as 500 Dill- 
posters’ complimentaries have been 
counted in a single night at one 
of the big Boston theaters. 

A few weeks ago Printers’ INK 
noted that the manager of Moxie 
sent a five dollar check to any 
writer who would mention the 
drink in a readable news item. 
Your correspondent has _ since 
learned that this offer was open to 
only a few of the reporters on the 
city dailies and not the press in 
general. 

Bostonians are taking 
kindly to the rejuvenated Phila- 
delphia Saturday Evening Post. 
It may be because Ben Franklin, 
a Boston man, went to Philadel- 
phia, in 1723, and five years later 
established the paper, or because 
Cyrus H. K. Curtis, a Boston man, 
going to Philadelphia in 1876, is 
its able publisher, or that George 
H. Lorimer, a Boston man, in 
1898, was called to Philadelphia 
to become its editor-in-chief. 
The paper has a large sale at the 
hotel and subway  news-stands, 
and the way people fondle it in 
the street cars; they seem to be 


very 
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proud to be seen reading it. It is 
certainly a winner in the style of 
its contents, and it is probable 
that the high position it has attain- 
ed here is due to no local reason, 
but to the stories and essays that 
have made it popular elsewhere. 
One of the best advertised en 
terprises ever undertaken at the 
Hub will be the opening of the 
Automatic Lunch Service, opposite 
the theaters on Washington street 
Everybody in Boston, by this time, 
knows that by going there for 
lunch he will receive a coupon 
ticket that entitles him to a chance 
of drawing a gold watch, and a 
“ticker” is to be given away daily. 
This city is noted among other 
things for its “quick lunches,” 
but this concern is quicker, as it 
does away with waits and waiters 
entirely. You drop a nickel or 


a dime in a slot and get your 
order instantly. 
A poster for the new play, “Lost 


River,” in plain type and plainer 
rule work was recently turned out 
by the Libbie Show Print, that 
the managers of the attraction are 
going to adopt as a design for a 
trademark, to be used in their 
newspaper ads, reproducing it by 
the photo-etching process from 
eighty-seven inches to four inches 
in length. 

The Press Clipping Bureau at 
68 Devonshire street now file 
every daily published in Boston, 
and have a graduated rate accord- 
ing to age, for the privilege of 
looking at any paper of a certain 
date, another rate for cutting a 
clipping from it and still another 
rate, which is almost prohibitive, 
for the whole paper of any certain 
issue much wanted. J. R. Learned, 
the treasurer, has this department 
in charge and is affable and oblig 
ing. Lawvers are the largest cus 
tomers, but lately calls have been 
made on the back numbers by 
several advertising agencies to 
verify the appearance of ads, 


































































The ugly coal hole cover in the 
sidewalk is to be made to do 
double duty besides tripping the 
unwary. An exhibition is now 
being made in Boston showing 
how easily they can be transform- 
ed into illuminated ads. Lettering 
is done on double-thick glass, 
which is glazed in a round iron 
‘frame just the size of the coal 
hole and an electric bulb under- 
neath makes the ad stare one in 
the face. 

In the toy model of the New 
York rapid transit tunnel sent to 
druggists, by the Abbey Salt pro- 
moters for a show window orna- 
ment, there was nothing lacking. 
It is so realistic, excepting there 
was nothing about it alive and 
moving which everybody looks for 
and expects on viewing it. But 
a Back Bay pharmacist has sup- 
plied this omission by putting 
glass in the front opening and 
placing inside two little white 
mice, who playfully run up and 
down the subway, to the delight 
of those who watch their antics. 

GerRAL DEAN. 
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30ston, Mass., Nov. 3, 1900. 

Manager A. H. Chamberlyn of 
the Columbia Theater, Boston, is 
fertile in novel advertising 
schemes. On Wednesdays of last 
month, bargain sales of seats were 
instituted for performances of the 
“Cadet Girl,” and all seats in the 
house were sold at the price of a 
quarter, the purchasers taking the 
best vacant seat they could get. 

Houghton & Dutton, the de- 
partment store who recently in- 
stituted a flower day for their 
patrons, have found the scheme 
such a popular one and a trade 
bringer that they have made it a 
regular feature of their sales, going 
into it on a more elaborate scale. 
In their newspaper announce 
ments they espec ally invited the 
men to stop in on their way down 
town and secure a flower for the 
buttonhole. Tea was served free 
in the ladies’ reception room. 

A new. dental establishment 
about to open at the corner of 
Scollay Square and Pemberton 
Square, has been advertising a 
prize of $25, to be given to the 
sperson who reads their ad and 
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guesses nearest to the name by 
which the concern is to be known 

Washburn’s Credit House, 465 
Washington street, advertises t 


give away a thousand suits of 


clothing to a thousand customer 
who bring their friends. Particu 
lars are-not given in the ads but 
are made on a visit to the store. 
Jaynes & Co., druggists, make a 
point of always having som 
unique advertising exhibit outsidk 
their stores, or in the w:ndows 
At their Hanover street store the) 
have placed on the front of th 
building the colossal head of 
man. Into his mouth is shoved ; 
mammoth perfecto cigar. Th 
work is cleverly done to show 
man in the act of smoking one oi 
their snecial brands of cigars. In 
the cigar, which is hollow, is con 
cealed a red electric light, which 
glows on the under side, and at 
the end of the long ash, which ap- 
pears just about to drop from the 
end of the weed. Closely follow 
ing the glow, as though the man 
moth figure had just taken a puff 
comes a column of steam from 
the figure’s mouth, followed by 
another smaller one from the end. 
In an uptown store they keep a 
man at work carving out life-lik« 
figures from huge blocks of hard 
toilet soap, cakes of which are 
dispiayed in the window. 
Another concern to push the 
live window exhib‘t idea is the 
Glasgow Woolen Mills Company. 
They have an elderly woman in 
costume at work all day and most 
of the evening* with an old-time 
spinning wheel, engaged in spin- 


ning woolen yarn from piles of 
fleecy material. Over the door is 
the sign, in constantly flashing 
colored electric lamps: No more 
—$15—no less. 

The Yankee Clothing Company 
13 advertising suits by mail, C. O 
D., with privilegé of examination, 
and say they are sending out over 
1,000 bundles a day, through their 
mail order advertising. They 
offer to pav the car fare of out of 
town purchasers. In another ad 
they come with a warning against 
the “imitators” who have also es- 
tablished an automobile service 
for customers. with signs like the 
Yankee company’s. ae ee 


oes 
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A SECOND LIST. 
The Forty Best Dailies. 











HE advertiser whose list of 

“the twenty-five best dailies’: 

was published in PRINTERS’ 

Ink for September 12, 1go0, 

has prepared a list of the forty Amer- 

ican dailies which bring the best re- 

sults to advertisers. It is arranged in 

the alphabetical order of the cities, and 
is as follows: 


Atlanta Constitution. Los Angeles Times. 
Atlanta Journal. Milwaukee Journal. 
Baltimore Sun. Minneapolis Journal. 
Boston Globe. Minneapolis Tribune. 
Boston Herald. New York Journal. 
Brooklyn Eagle. New York Times, 
Buffalo News. New York World. 
3uffalo Times. Philadelphia Record. 
Chicago News. Pittsburg Dispatch. 
Chicago Tr bune. | Pittsburg Leader. 
Cincinnati Times-Star. Portland Oregonian. 
Cleveland Press. Providence Telegram. 
Denver News. St. Louis Globe-Democrat. 
Denver Republican. St. Louis Post-Dispatch. 
Des Moines News. San Franc’sco Bulletin. 
Detroit News. San Francisco Examiner. 
Grand Rapids Press. ‘ St. Paul Dispatch. 
Indianapolis News. Seattle Intelligencer. 
Indianapolis Press. Topeka Journal. 


Kansas City Star. Washington Star. 
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A WANAMAKER AR- 
GUMENT. 


Ever since 1896 we have been 
working upon an enterprise of 
considerable magnitude. Ve 
have been perfecting an organi- 
zation which enables our friends 
(if they act promptly) to line 
their book-shelves with fine edi- 
tions of the most important works 
—buying them at about one-half 
the usual prices, and paying in 
little monthly payments scattered 
over the better part of two years. 

So far, our operations under 
this plan have put about two and 
a quarter millions of dollars, 
cash, into the pockets of our 
book-club members—that is, if 
you reckon a dollar saved as a 
dollar earned—to say nothing of 
the convenience afforded them by 
our easy terms of payment. 

To understand how we do this 
without violating sound business 
principles, you must realize that 
there are two separate kinds of 
cost in b6ok-making ; first, there’s 
the cost of getting ready to make 
a book; second there’s the cost 
of actually making it. The 
former includes money paid _ for 
authorship, for setting type and 
making plates and _ illustrations, 
and it foots up precisely the same 
total no matter whether you're 
getting ready to make a hundred 
copies or a hundred thousand 
copies of the book in question. 
The latter, the actual cost of 
making the book  itself—such 
things as paper, printing, binding 
and so forth, after the “getting 
ready” costs are paid—is always 
much the smaller of the two. 
Take the average book which you 
buy at retail for $1.50, for ex- 
ample: Less than one-fourth of 
the actual cost of that piece of 
merchandise is for the book itself 
—the paper, binding and labor 
represented in it; the other three- 
fourths is for authorship, type- 
setting and other expenses which 
come under the head of “getting 
ready.”” And the reason that the 
“setting ready’ cost on each copy 
of the book is so large is because 
most books (in the usual way of 
marketing them) sell only to the 
number of a few thousand copies, 
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so that the publisher must spread 
the big “getting ready” cost pretty 
thickly over those few thousands 
in order to come out with even a 
small profit. 

You see the point. You see 
that in the ordinary way of book- 
selling you're heavily taxed just 
because You're one of a few buy- 
ers from whom the publisher must 
get back all his costs and all his 
profits too. 

Well, there’s where the Wana- 
maker club plan comes in: We 
buy immense editions of fine 
books for the clubs, knowing that 
their tens of thousands of mem- 
bers will quickly take them off 
our hands. This makes a money 
saving in two. directions; first 
it spreads the big “getting ready” 
share of the expense out thin over 
an edition of many thousands, 
reducing that part of the cost to 
a minimum: And, second, it per- 
mits the printing and binding to 
be ordered in tremendous quan- 
tities, sometimes employing the 
whole capacity of a large bindery 
for months at a time on one book 
alone, and thus effects another 
big saving. The result is an offer 
to club members of the most 
valuable books (the sort where 
the “getting ready” cost is always 
greatest) at a price that averages 
about one-half of the regular 
selling figures, while we retain, at 
the same time, a profit which, in 
our view of the matter, is suffi 
cient to be reasonable. 

You pay us $1.00 as a club fee 
to secure this price-saving. You 
pay for the books in little month 
ly payments after you have re- 
ceived them. 

Joining one of our book clubs 
does not obligate you to join any 
of the others if you do not care 
to. But promptness in joining is 
exceedingly necessary, as the club 
editions are often exhausted in 
very short order, and we cannot 
get extra sets to accommodate 
tardy applicants. When applica- 
tions reach us too late we simply 
send back the club fees.—From 
an Advertisement in November 
Magazines. 

ONE can learn ¢ as mana by studving 


advertising failures as he can by study- 
ing advertising successes, 
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In the State of Wisconsin the (Milwaukee) 


Evening -- 
Wisconsin 


easily takes first position as a newspaper and 
an advertising medium. It leads all other 
daily papers in circulation as well as in char- 
acter and quality of circulation. 


Best of all it Pays Advertisers. 





















































LOST, STRAYED OR 
STOLEN. 

The matter printed belew comes 
from Life, of New York; the ad- 
vertisement reproductions are from 
the Bookman, of New York. The 
latter show that the tendency 
which Life satirizes is really in 
existence. Only two book an- 
nouncements are reproduced from 
a number of the same class in 
hand. This is Life’s view 

The circulation editors ‘of the 
great daily journals, powerful 
once, have vanished. The papers 


THE BOOKMAN ADVERTISER 
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slightly disguised, is seen 
throughout the land. 

Does a romantic college girl 
write a story? The first edition 
is one hundred and fifty thousand 
copies. Orders for the entire sec 
ond “impression” are received be 
fore the first edition has Leen de- 
livered: 

Does Sharkleigh Fitzblimmons 
touch the Boxer question? 

Instantly his Chinese career is 
laid before the public. And after 
his work has passed the quarter- 
mill‘on mark, his publishers an- 
nounce a limited edition de luxe, 


THE BOOKMAN ADVERTISER 








Dodd, Mead & Co. 





TEN SUCCESSES: 
255th 1,000 25th 1,000 
Janice Meredith Resurrection 


By PALE LEC EST Fk PowD 8y COUNT ToLsruy 


60th, 3,000 {41h 1,000 
Master Christian Joan of the Sword Hand 





By MARIE CORELUD fy 5 @ Cautxert 


12th 1.000 14th 1,000 


—— —- — 


Stringtown on the Pike | Three Men on Wheels 





By JOM URI LLOYD, 


ith 1,000 
Mard of Maiden Lane 


Sy JEvOms K Janome 


20th 1,000 


oe 


Wanted: A Matchmaker 





Oy AMEUA E GARG 


By PAUL LEKESTER FuRD 


12th 1,000 6th 1,000 
isle of Unrest As You Like it 
By HENRY SE1ON MERRIMAn Biastretved by Wik Low 





Eleanor 


A NEW NOVEL BY 


Mrs. HUMPHRY WARD 


NOW READY 


NO BOOK WHICH WE NAVE PUBLISNED SINCE ~ TRILAY™ MAS G:vrn 
THE PROMISE OF SO LARGR A SALE 

THOSE WHOS# OPINIONS ARE WORTH MAVINO SAY THAT (T WKs 68 
THE BUUK OF THE YEAR 


55,000 
-Copies Sold Before Publication 


SPECIAL TWO-VOLUNB EDITION.—(ustrated by Albert Sterner 
Ove, Cloth.» Roya! Blue and Gold.*ie Bex = =~ 83 wo 
ONE-VOCUME EDITION. Frotlopiece by Albert Stereer. Past Bro, 
sot so ot ee 














Dodd. Mead & Co., Pubtisners, New York 








Harper &-Brothers, Franklin Square, New York 








nowadays are content to say that 


their circulation is double that of 
any two contemporaries; or that 
it is a million a weck, or some- 
thing else which expresses but a 
vague, general idea. 

What has become of the circula- 
tion editors? Did they don the 
uniform of their country to figure 
in the list of “missing” after some 
great siege or battle? 

Not at all; they have found 
green fields and pastures new— 
not only new, but near. 

They live in luxury; they have 
taken an upward step. They 
work for the publishers of popular 
novels. Their handiwork, but 


bound in sponge with decorations 
in bottle-green. 

Are not these figures the work 
of the circulation editor of a day 
gone by? And are not the pub- 
lishers who scoffed at such meth- 
ods, too, a part of the things that 
were? Or are we coming to a 
day when each ne wsboy will re- 
ceive his stock of morning novels, 
sell a million of them by noon, 
and then discard them for a later 
romance, of which he will sell 
four hundred thousand copies be- 
fore dusk? 

Wuart is one advertiser's meat 
may prove to be another’s poison. 
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The 
Nashville 


Banner 








your advertising — suc- 
cessful in Tennessee. It 
is more liberally patronized by ad- 
vertisers than any other paper in 
the State, and guarantees in writ- 
ing that its circulation is more 


than double that of any other 


Nashville daily. 
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WHAT IS B 
CI 

The effort of Mr. Richard 
Croker to make young men believe 
that in the present social organiza- 
t.on and the number of trusts all 
chances for young men have dis 
appeared, has brought forth quite 
a number of articles from others 
showing that when a __ political 
“boss” aims to be _ philosophical, 
he succeeds only in being amus- 
ing. In Munsey’s Magazine for 
November the proprietor of that 
publication sends forth the follow- 
ing logical views: 

The chief cry from all great in- 
stitutions—railroads, big manu- 
facturing establishments, trusts, 
insurance companies, publishing 
houses, banking and merchandis- 
ing concerns—is for men of brains 
—clever, keen, enterprising men 
of executive ability, men who 
do things. For such men there is 
no practical limit to the salaries 
they can attain, Since the begin- 
ning of time there never was a 
period when genius, or even first- 
rate ability, could command in the 
business world anything like the 
salary it commands to-day. 

The fact is that capital alone is 
pitiably helpless. Brains mean 
more than capital, the world over. 
Capital is much more dependent 
upon man than man is upon capi- 
tal. The human being who thinks 
and works can do something with 
out capital; capital can do nothing 
without human aid. 

In business it is not so much a 
question of money as of brains. 
The strongest house with a weak 
management, I care not how old 
or how respectable its history, will 
go to the wall, while the weak 
house with a strong management 
will become big and_ powerfyl. 
This is inevitable. Man is king, 
not capital, and this will hold true 
throughout the ages, whether there 
be trusts or no trusts, combina- 
tions of capital or no combinations, 
Brains must at all times and under 
all conditions be reckoned with. 

I am not so pessimistic as Mr. 
Croker about the future of the 
young man. That is a problem 
that the latter will work out for 
himself. There doubtless wil] be 


USINESS SUC 
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fewer individual business men, but 
it doesn’t follow at all that the: 
will be less sucessful men, an 
measured, too, by the dollar. 

But what is success, any way 
It cannot be measured alone by 
the accumulation of money. Th 
would te a most imperfect an 


misleading measurement. Man 
things enter into the problem 
working out a successful caree: j 


The very brief span of life allott 
to man must be taken into cor 
sideration. If one © sacrificc 
health, comfort, pleasure, famil 
and friends merely to build up 
name as the head of a busines 


gaining with all a fortune at mid 


dle life, has he lived wisely an 
well? Has his life been full ar 
rich? Has he got all out of it th 
he was entitled to, has it meant 
him what it should mean, accord 
ing to his own estimate? Wit 
all his worries ane strife—with 
his financial obligations and 
rious problems to solve—with 
his business losses from failur: 
and dishonesty—with meeting 
ruinous competition, and a thou 
sand other annoying and _ trying 
conditions inevitable in the life ot 
the busines man who has carved 
out his own career—has he work 
ed out the problem of living ; ) 
well as the chum of his boyhood | 
who has had all these twenty odd 
vears a snug berth and salary 
The latter has had no seriou 
cares, no worries, and no notes 
pay. He has had time to be a good 
fellow—to be a good husband ar 
a good father and to make friend 
—time to get pleasure out of ea 
day and each week and each y« 
as they went by—time to read and 
think and grow broader and sweet 
er and wiser—time to keep health 
and youth. Possibly he is not 
worth as much in hard cash at 
fifty as his boyhood friend, and 
possibly he is worth a good deal 
more. At all events, he has sipped 
daily of the sweets of life, while 
the other has waited for succes 
to crown his efforts before tasting 
these pleasures. But pleasures do 
not wait on any man. They must 
be taken as they pass by. _ 











Too many advertising solicitors mis- 
take “gall” for ability. 
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American Newspaper |) 





CIRCULATION AND OTHER PUZZLES. 


Some questions that tend to make the editor of the 


ctory prematurely gray. 














PLUS AND MINUS. 

The American Newspaper Directory 

pplies the combined pius and minus 
marks to certain newspaper circulation 
ratings. On its page of explanations 
these marks are explained in the fol- 
] wane words : 
(++) Distinctly separate circulation state- 
ments made by this paper at different times 

ut covering the same period, fail to agree. 
I'his is doubtless a circumstance going to show 
that there exists, at the office ot the publica- 

mn, a failure to appreciate the vé nn of ac- 
curacy in information conveyed for the purpose 
f influencing advertisers. 

As illustrating the occasional neces 
sity for the application of these marks, 
the Directory editor instances the fol 
lowing statements sent in by the arm, 
Field and Stockman of Winona, Min- 
nesota: 

No, 1 


lhe actual number of complete copies printed 
of this paper for one year from January 1, 1899, 





» January 1, 1900, have been as stated below : 
Sg ee ee eee ) 
February.....cccccsccccsscees 30,000 


March .. 30,000 
April.. , 








August, 
Se ptember. . 
(October 











The grand total, 341.5 when < 
twelve, which is the actual number of days of 
issue, shows the average number of complete 

es to have been 28,450. 

Signed January 1, 1900. 


divided by 





Nearly ten months later there came 
trom the same office the statement that 
follows: 

No, 2. 

rhe circulation of Farm, Field and Stocke 

man for the twelve months commencing Janu- 


ary, 1899, and ending December, 1899, was a 
foll ws: 
January.. Sseeess 20,800 
February ...... wes 24,200 
Maree Pee > 50K 
nee — rer 
May : — ' 


JUNC occcve.es inuswaeewees s 











ere rere ohaieascatonle 
AUBguSt coccccccce sevens sven S500 
September ......... sevceee 26,23 
October.... 7 47 
November 28 gbo 
December. . eee 5 
Total .. 7,94 
copies, making an "average for the’ year of 


26,495 complete copies. 






ete eee cz 


“Business 3 Manager. 


CO 


The second statement is indorsed : 
Subscribed and sworn to before me this 2oth 


day of October, A. D. goo. 


Kimarali fpensf 
O jp rbnny Paz hE 


When statement number one came 
to hand the Directory editor wrote t 
the publisher of Farm, Field and Sto. 
man as follows: 


Weare in receipt of a circulation statement 
from your office showing the actual averag 
Field and Stockman for 


issue of the Farm, 

the year 1899 to have been 28,458. This state- 
ment is signed Stockman Publishing Co. by 
some one whose name we are unable to deci- 
pher. We inclose a new blank form on which 
you will notice that we make a specific request 
to have the statement signed by some one 
whose authority to sign is apparent or clearly 
stated. There is just time enough to get in 
your rating m the March edition of the Ameri- 


can Newspaper Directory if you will attend to 
this at once. 

To this communication the # 
Field and Stockman took over eight 
months to frame the reply which, when 
it came, contained statement No. 2 
In the absence of a reply the Direct 
ory rated that paper the same as for 
the preceding year zF. (!!). The mean 
ings of these several Jetters and marks 
are explained as follows: 

An F rating means that the paper is be- 

ieved to print more than seven thousand five 
hundred copies. 

AZ rating indicates that a commiunics ation 
is received, in answer to an application for re- 
vision of correction of the circulation rating 
iccorded to the paper, failed to be a satisfac 
tory circulation report because of some one of 


Farm, 








the following shortcomings: 1. It was not 
gned, 2. It was not dated. 3. It was not 
lefinite. 4. It was not given with sufficient 
ttention to detail. 5. It did not specify the 





































































12 PRINTERS’ INK. 


time supposed to be covered by the report. | 

It did not cover a period of sufficient durz ition, 
7. Itwas signed witha handstamp. 8. It was 
signed by some person whose authority to sign 
was not explained or known, 9. It was signed 
by an initial or by initials only. 10. It was 
not given in such a way as would make it pos- 
sible to hold any one responsible for the infor- 
mation it purported to give, should it after- 
wards be proven untrue. ‘Also the further fact 
that pr aa the attention of the publisher 

was directed to the insufficiency of the report 
and full information was furnished him just 
how the fault might be remedied, it had not 
been cured at the time the last revision was 
completed for the printer. 

(!!) This mark means that the general ad- 
vertiser ought to make himself well acquainted 
with the merits of this publication before con- 
tracting with it for advertising space. 

Circulation is by no means the only 
element of value for an advertiser to 
consider: but for all that he likes to 
know how much circulation he gets, 
and circulation is about the only quality 
that can be definitely measured and 
exactly stated. 


+2 


FOR THE BILLBOARDS. 


So much jis’ being written 
against the billboards that perhaps 
the following, in their favor, from 
the Ohio Merchant of, Cleveland, 


Ohio, may not be deemed out of 
place : 

A nonsensical and unjust warfare is 
being waged in Cleveland against bill- 
boards, Not long ago an ordinance 
was passed by the city council pro- 
hibiting the erection of any billboard 
containing more than fifty square feet 
and within the past week several arrests 
have been made for violations of this 
enactment. The validity of the ordin- 
ance is to be tested in the courts. 
We predict that ultimately the owners 
of the billboards will win. The or- 
dinance itself is a direct violation of 
the rights of property. If the city 
council is vested with the authority to 
limit the size of billboards, erected 
upon private property, it also has the 
authority to prescribe the dimensions 
of every building which may be put 
up in Cleveland. No one will admit 
this for a minute. A man has the 
right to do what he pleases with his 
own, provided always that he does 
not maintain a nuisance. <A _ property 
owner has just as much right to lease 
or sell his land for the erection of a 
billboard as he has for the building 
of a business block or a private res 
idence. It is simply a question of 
negotiation between the property owner 
and the _ billposter. With the ques 
tion neither the city council nor the 
public have anythine to do. That there 
is a demand for billboards is proved 
by their extensive and constantly in 
creasing use, and among the most 
liberal patrons of this form of ad 
vertising are the manufacturers an‘! 
sellers of food products. The Cleve 
land ordinance would practically bar, 
not only the wholesale grocers, but 











all other advertisers from seeking pu 
licity by this means, because the smal] 
est posters in use are 10 by 9% feet 
in dimensions, and those ordinarily 
employed are 20 by 9% feet. No food 
manufacturer, wholesale grocer, theat 
— manager, or any other busines 
1an doing general advertising, could 
aed to have separate posters 5 by 1 
feet, especially printed to fit the board 
stipulated by the Cleveland ordinance 
Consequehtly, this city would have t 
be passed by and all retail dealer 
would suffer because of the advertis 
which nearly every new food product 
receives on the billLoards. This wa 
re is being carried on by one or tw 
daily newspapers which have the mis 
taken idea that their advertising bus 
ness is being injured by the billposter 
and by a few cranks who br t 
their delicate and zxsthetic senses 
offended by the displays on the boards 
+o 

WHAT WHITE TOLD THEM 

C. V. White, of White's Sayings, 1 
man who writes advertisements fo 
living, is home from an extended t1 
East. The first thing White did on 
riving at New York, after getting son 
thing to eat, was to visit the office of 
PRINTERS’ INK—the Holy Book of 
vertising men. He sent in his car 
and asked to see Peter Dougan, one 
the prophets of the publication. W1] 
he was waiting for the office bo 
come back he looked down the 
office desks and watched the 
men at work. At the largest desk 
Oscar Herzberg, the editor 
PRINTERS’ INK, and stuck up in f1 
of the editor was a picture of \\ 
Herzberg had seen it in a trade pu 
cation and clipped it out and paste 
on a piece of cardboard. 

“T thought I would save it because 
looks like Charles Austin Bates, 
the editor, when Dougan had 
duced them. 

rhus it happened that White’ 
semblance to Bates won him 1 
favors in the office of PRInTERs’ | 
rhev took him out and fed him, walk 
him around, gave him a street car r 
and, in fact, lost no chance to tre 
him like | 2 prince.—Scattle | 
\ 
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MR. SNOW’S VIEWS 

By I. N. Hollingsworth. 
The National Amateur Press 
Association recently held its an- 
iual convention at the United 
States Hotel, in Boston. While 
the rank and file of this institu- 
tion is always supposed to be those 
young people who print, edit or 
write for one another's publica- 
tions, purely for amusement, the 


special gatherings of the amateurs 
are often attended by veterans 
who like to renew memories of 
their younger days. Among those 
of the latter contingent at the Bos- 
ton sess‘on was William G. Snow, 
who has long held the position of 
advertising manager for the eigh 
teen silverware and cutlery firms 
composing the International Sil- 
ver Company. Mr. Snow’s head- 
quarters are at Meriden, Ct., al- 
though he makes an almost weekly 
trip to New York. In the course 
of an interesting conversation on 
advertising, Mr. Snow said: 

‘At the gait which the advertis 
ing business is moving, I often 
wonder where it will take us to. 
I have been interested in adver- 
tising matters for over fifteen 
years, and when I contrast the 
general grade of the work of ad- 
vertis ng experts of even no far- 
ther back than five years ago with 
the pace that holds to-day, it 
tainly shows, in my opinion, that 
advertising bureaus are going to 
be a feature of the business man- 
agement of almost every firm. 
Business men are coming more 
and more to realize the indispen- 
service of the skilled adver- 
tising manager. I do not regard, 
as = some, the present situation 
as indicating that there is a pleth- 
ora of advertising schemes. On 
contrary I thnk that even 


cer 


sable 


the 
those classed among the more con- 
servative of business men are dis- 
posed to look with favor on most 
efforts at advancing advertising 
plans, schemes, devices and 
tems. The truth is the solid firm 
is finding that the present business 
competition absolutely demands the 
presence of the advert'sing expert 
just much as it demands the 
skilled bookkeeper.” 


as 


SyS-, 
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Speaking of his own concern 
Mr. Snow said: 

“We don't do very much 
ness with the minor mediums. We 
tind that we can get our pay, 
that is, I mean we get money- 
making results almost exclusively 
from only such publications as 
have a solid and a broad reputa- 
tion. We carry advertising in 
twelve or fifteen of the leading 
magazines. We have tested the 
matter to our satisfaction, and we 
prefer to pay a good stiff rate in 
McClure’s, or the Ladies’ Home 
Journal, or Munsey’s, rather than 
getting large space in publications 
of minor circulation. I do not 
mean by this to cast aspersion in 
the least upon many of these minor 
magazines. But I mean to say 
that even if the advertising rate 
is honestly listed to us we still 
find that the saving in rate is 
merely money wasted far as 
our business is concerned. Not 
long ago, for instance, my atten- 
tion was called to a proposition 
from one of these lesser month- 
lies, claiming a_ circulation of 
something like 70,000, and I have 
no ioc’ it actually has that cir- 
culation, and as the rate was a 
fair one, it might seem that there 
was no reason why we _ should 
not expect to get as good pro- 
portionate return for our money 
as from the better known mediums. 

don't know, in fact, that I could 
explain just the reason for the 
results we have had when we have 
tried these minor periodicals. I 
simply know that we have failed 
to get returns that warrant our 
continuing with them. I consider, 
speaking, of course, from my own 
standpoint, that the Ladies’ Home 
Journal is undoubtedly one of the 
very best advertising mediums in 
this country, as it has such a 
tremendous influence among wom- 
en of refinement. Munsey’s I 
consider as another excellent me- 
dium, inasmuch as it goes into so 
many homes where they would 
otherwise take no magazine what- 
ever. 

“Very lately we have been ar- 
ranging to go quite. extensively 
into the field of high- class week- 
lies. “That, in)\faét; 78. the ‘most 
radical of our departures. We be 


busi- 


so 
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lieve in sticking pretty closely to 
the leading magazines. 

“I believe in steadily and per- 
sistently calling attention to some 
one novel feature of our goods.” 
raking a spoon from a tray which 
the waiter was carrying past, Mr. 
Snow said: “This spoon is from 
one of our factories; it has a solid 
piece of silver set in the back of 
the bowl and also at two places 
in the handle. The whole spoon 
is then plated over. By this de- 
vice tenfold the wear is guaran- 
teed the article. This feature of 
our goods we have played up for 
a long time in our advertising.” 

In concluding, Mr. Snow re- 
marked that he believed that ad- 
vertising in its more technical 
sense was still in its infancy; for 
we would witness tremendous de- 
velopments in the next few years. 

7 
JOURNALISTIC 

Last week we 
a big house in 
advertisement fur them for 
offered to pay us four times 
vaid by our home merchants. 
also asked figures on a half- page adver 
tisement. This week comes another 
big proposition from Oskaloosa’ with 
copy inclosed to advertise their house, 
railroad prepaid, etc. These ads were 
of the same business of local firms 
who have stood by us most of the 
time and in justice to them we re 
fused the foreign ads, although the 
rates were much larger. We have had 
many opportunities, but we will not ad 
vertise foreign houses that compete 
with local firms who are liberal adver 
tisers in the Herald.—Hedrick (lowa) 
Herald, Oct. 26. 


— +o 
SUBLIMATION OF 
CONFIDENCE. 

The confidence of country people in 
the statements of mail order advertise- 
ments is something wonderful.—Adver- 
tising, Chic z 
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10 Spruce St., New York 


THE GEO. P. ROWELL 
ADVERTISING AGENCY 


keeps on file 
Weekly Papers and Monthly Magazines; 


is authorized to 
O} I IC] ‘, advertisements at the same rate demanded 


by the publishers, and is at all times ready 
to exhibit copies and quote prices. 





INK. 
AMOUNT OF CONVICTIO 
frequently difficult to unc 
reason why certain adverti 
so marvelously well as 
others, and whenever 
advertiser finds that a_ special 
nouncement has brought exceptionall; 
good returns he will do well to try 1 
discover the secret of his own success 
This may be due to an almost infir 
number of reasons, but in many 
stances it will be found to be du 
the extra amount of conviction that 
has been put into the wording. If 
write as though you did not really care 
an atom about your goods and hav 
no genuine faith in them yourself, t 
can hardly expect the public to lx 
enthusiastic. Ivery one must 
noticed cases in which a sales 
who waits upon them takes no 
terest whatever in effecting a sal 
His mind seems to be anywher 
but ia the business; he does not explain 
the point about the goods he should 
be endeavoring to sell, and the result 
is that one away without purchas 
ing, though a very little effort on the 
salesman’s part would have effected«'a 
sale. The failure of the salesman be- 
hind the counte is analogous to the 
failure of the advertiser in putting his 
case before the public. He simply ob 
serves in an indifferent manner that 
he has such and such 


THE 
It is 
stand the 
ments pay 
pared with 


roes 
goe 


an article for 





sale, but he evidently does not care 
whether he sells or whether he doesn’t 
An advertisement written on _ these 
lines is not calculated to produce busi- 
ness, and money spent in such adver 
tising is certain to be, to a_ consider 
able extent, wasted; because, if one sells 
£50 worth of goods when double or 
treble that quantity might have been 
sold, there has been a misuse of money 

British Printer 

_— 
THE SHORT WORDS. 

1. The short word enables the adver 

tiser to make himself more easily under 


stood. 
2. It enables him to give better em- 
phasis to what he has to say. 
3. It helps make his points “‘stick 
out.” 

4. It more easily catches the attention 
of the casual reader. 
5. It saves time. 

6. And — saves space, 


Ahaaahat gna )0) 


too.—Ad Sense 
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GIVING DETAILS 

By Taylor Z. Richey. 
It's the small, seemingly unim- 
yortant details that create inter- 
est. Probably several thousand 


words could be made to embody 
the main points in the most inter- 
story ever written, and yet 
such a story, if so condensed, 
would be nothing but a catalogue 


‘sting 





of events, robbed of ali interest 
and attractiveness. It’s the de- 
tails —the minor i at 
make a story interesting. It’s so, 


as well, of advertising. 

We frequently hear experts say: 
“Be brief. In this hurly-burly 
age people haven’t time to read 
long advertisements.” This in 
nine cases out of ten proves tc be 
poor advice. The advertiser who 
believes that brevity is the basic 
principle of good advertising will, 
quite likely, sacrifice part of his 
story merely in order to be brief. 
The clause, “People haven’t time 
to read long advertisements” isn’t 
true. People have time and will 
always have time to read long ad- 
vertiscinents about articles they 
need. A man in need of a pair of 
shoes wants to know all about the 
shoes he is solicited to buy, and 
will take the time to read even a 
long advertisement, provided it 
talks interestingly about shoes. A 
brief advertisement may attract 
the attention of more people than 
will a long one, but it’s dollars to 
doughnuts that the long advertise- 
ment that talks business from be- 


ginn'‘ng to end will sell more 
goods. 
\dvertisers are too prone to 


1 
t- 


ake for granted that the public 


heen ANAPOLIS Press, Ciry. 


Gentlemen—The 


excellent 
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generally knows a great deal about 
certain goods or certain brands of 
goods. Frequently we see adver- 
tisements in substance similar to 
the following: “We sell Knox 
hats. No need to say more.” 
Now, there may be some people 
who know all about Knox hats, 
but the chances are that nine out 
of ten would not be able to tell a 
Knox hat from any other kind of 


a hat. In addressing the general 
public, it’s a good thing to pre- 
sume that men know nothing 
about the goods you advertise, 


and that it is your especial duty 
to inform them. Only by giving 
all information about goods ad- 
vertised, can an advertiser hope to 
attain stccess. 

“Be bref” is a poor rule to fol- 
low. “Be brief as possible in tell- 
ing your story completely” is a 
much better one. 

7~7or 
THE CALIGRAPH’S 

For years the Caligraph typewriter 
stood at the head, but the march of 
progress finally left it far in the rear. 
Something had to be done—and was 
An entirely new model was brought out 
and named New Century. ‘hen it 
came to advertising it the problem was 
how to retain all the old-time celebrity 
of the Caligrapu, which cost thousands 
of dollars in perio. al space, and at 
the same time to secure the patronage 
of those who were nrejudiceu avainst it. 
Accordingly the first advertisements 
read “New Century Caligraph,” with 
the latter word set smallest, while suc 
ceeding announcements had it smaller 
and smaller until the two ..achines had 
become known as the nroduct of the 
one company—then the word Caligraph 
was dropped altogether. This was cau- 
tion and wisdom.—Advertising Success. 


PATH. 





IN ADVERTISING OR ELSEWHERE. 
When it comes to making mistakes a 
man never reaches the age limit. 


returns I have received 


from “Wanted” advertisements I have run in your paper justify 
my opinion that THe Press is the best advertising medium in 


this State. 


Yours truly, 


R. B. 


BRADEN, 


Real Estate and Loan Agency, 


133 E.- Market St. 


Perry LUKENS, Jr., Eastern Representative, Tribune Bldg., N. \ 
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BRIGHT SAYINGS. 


PrinTERs’ INK solicits marked copies of print- 
ed advertisements in which “ bright say- 
ings,” terse and epigrammatic expressions, 
appear. There are many of them, and some 
of them are very good 





Fit like gloves 


Qva.ity and uniformity. 


Futt of “snap and go.” 

Tue standard of perfection 

Wet lathered is half shaved. 

NOTHING too smart for us to make. 

We reach wherever the mails reach. 

WE are as anxious to suit you as you 
are to be suited. 


Don’t buy unless you think you are 
getting a big bargain. 

TuREE dotiars at my store buys 300 
cents’ worth of hat. 

EVERYTHING boys wear—-underwear, 
outerwear, neckwear, footwear. 

EVERYTHING that’s new from the de 
signer’s busy brain you find here. 

To Look is to buy, so don’t look 
if you don’t want to feel persuaded. 
Lookers welcome. 

SoME one says “an ounce of satisfac- 
tion is worth a ton of talk.”” We guar- 
antee satisfaction. 


Low price is evident everywhere, but 
we haven't sacrificed a single point of 
quality to gain it. 

MEDIOCRE manufacturers pay us the 
compliment of never approaching us 
with their products. 

Asove all there is a snap and char- 
acter about all our suits which you 
don’t meet elsewhere. 


At this store a child can trade as 


advantageously as the sharpest buyer. 
One price to all alike. 

A SPLENDID value. You can’t dupli 
cate it elsewhere, and only prompt 
buying will save it for you here. 

Ir it’s Babbitt's best soap, you are 
sure it is everything a laundry soap 
should 

IF you commence the book you will 
wish for time to finish it without inter 
ruption. 

IF you don’t know Wanamaker cloth- 
ing, you don’t know yet how much your 
money will buy. 

Tue best way to save money is to 
make one’s purchases in places where 
one gets the most value for each dol- 
lar. 

Just a cosy corner and a box of 


Whitman's chocolates and confections 
Can you think of anything more tempt 
ing? 

Many high sounding adjectives could 
be used to tell of this offering, but 
let us simply call it a most unusual 
bargain, 

No other cigar taste will 
after trying this blended stock. 
is no chance for comparisons 
parisons are possible. 

Hicuer priced suits or lower priced 
ones if you want—all kinds to suit 


satisfy you 
There 
No com 
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pocketbooks—but ev: 
no matter how little you ; 
mailing 
the good things we a 


different sized 
one good, 

Ir you are not on our 
you are missing 
getting up, and we originate more 


gains than all our competitors combin 


[ HAVE so much confidence in 
work tlfat | will guarantee to refund 
the price you pay for glasses if 

m’t help you. 


Mh guarantee is broad and _ lib 








Every watch is guaranteed to give 
fect satisfaction and against breakage 
for one year. 

It’s an unfortunate circumstance, if 
on account of the popular price, yu 
should associate these excellent ts 
with the carelessly made kind 

Or course we want to win ¥y 
trade! But we want to win it rightly, 
not by offering cheap clothing that costs 
little at first and is worth less after 
ward. 

You may be sure that if we can’t 


give you a suit that fits we will not sell 


you any. An ill-fitting suit of clothes 
is not the beginning of the advertis se 
ment we are seeking. 

Don’t forget that the most costly 
item a dealer puts into his hats is his 
good name. It takes but a_pinprick 
to burst that bubble—reputation. Cet- 
ting’s hats are pinproof. 

Ir ever sham cheapness is most to 


be avoided, it is when choosing a 
school suit for a healthy boy. <A _ boy's 
back and legs are a poor place to put 
shoddy and scamp sewing. 

Can't keep still about our derby; it’s 
our “favorite child.’ We’ ve studied 
and fused over it till we're as sure as 
one can be that nothing better in a 
lerby is made. 

WE 
patterns 
character, 
sumptuous 
make up. 








are showing a large numl 
and styles, each indiv l 
refined and artistic in toucl 
and fetching in general 





Ir you purchase a watch and 
end of thirty days don’t feel sati 
you can return it. I will pay you back 
the exact price you paid for it ( 
anything be more fair or honest. 

Our customers have repeatedly asked 
“Why don’t you put in a line of fur- 





nishings and hats which would _har- 
monize with the high quality of the 
clothing you sell?’ We have met the 


deman 

You will be surprised at the money 
savings found here. It pays to deal at 
a store the enormous purchasing power 
of which allows its selling prices to be 
marked so low—a mere fraction of profit 
over cost. 


‘Is THE boy responsible for torn 
clothes” discouraged mothers ask one 
another ; “or is it the fault of the 
maker?” We = answer Our _ boys’ 
clothing is made not to tear, but to 
wear. And it does. 

It costs money to advertise as exten 





sively as we do and when we get a 
tomer we want to do everything in rea 
son to keep him. If we don’t i --y ase you 
tell us where we fail and \ ur 


best to correct the defect 
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HERE IT FAILED 
Office of 
Tue Brown MeEpicine Company. 
Erte, Pa., Nov. 2, 1900. 
Editor of Printers’ INK: 
We read with special interest the 
article by Charles Ausin Bates in re 
| to starting a company to introduce 
1 new medicine. We thought perhaps 
it would be of interest to your readers 
to hear the result after two years trial 
company, organized along 





of this 
similar lines. 

fhe originator of the company, an 
old retail druggist, thought if the drug 
gists could be interested and knew that 
they would be in a position to share in 
the profits of the company, they would 
push the goods. With this in view the 
company was organized with a capital 
stock of $50,000 (500 shares at $100) 
Our idea was to have the stock taken 
up by the retail druggists, one in each 
town. We provided that the druggist 
stockholder should have a special divi 
dend of ten per cent on all the goods 
he sold in addition to the regular 
dividend on their stock. Two hundred 
and thirty shares out of the five hun 
dred were sold. At the time the stock 
was purchased a payment of ten per 
cent was required, and the by-laws pro 
vided for a collection of the batance in 
assessments of ten per cent every ninety 
days, provided the directors found it 
necessary. Although the company has 
been running for over two years no as 
sessment has ever been made, conse 
quently the majority of the stockholders 
have only paid in 10 per cent of their 


stock Che first year we paid our stock 
olders a dividend of 6 per cent, and 
last year 5 per cent. The reason the 


dividend was reduced last year we spent 
considerable money for advertising. 
We have depended almost entirely on 
sampling to extend the sale of our medi 
cines, doing so little newspaper adver 
tising that it practically amounted to 
nothing. While the business has grown 
at a very veratifying rate, after two 
ial we can say that the co 
operative part of the work is a failure. 
The main object of organizing the 
company was the expectation that the 
would take an interest in the 
sale of the goods and push them. But 
after a trial we found that this was not 
the case. The first year the druggists 
took some little interest. Some pushed 
the medicines and sold about what we 
considered they should. We _ figured 
that a druggist stockholder in the 
course of a year should sell about one 
hundred dollars’ worth of the medicines 
in his town (we arranged to have them 
sell to the other dealers in their towns; 
in other words, to act as a representa 











tive of the comnany in that town). A 
number sold practically none of the 
goods At the close of the first year 


their 10 per cent dividend was paid 
them and a letter was written stating 
that the directors did not consider that 
they had done their share, but with the 
thought that perhaps they did not un 
derstand the plan, they were urged t 
give the matter further trial. At the 
close of the second year in almost every 
ease the e or te goods had dropped 


f, showing that the druggist stockhold 
ers took no interest whatever. This in 
the face of the fact that the sale of the 
goods of the company had increased ten 
fold. After going over the results of 
the two years work carefully the di 
rectors of the company were satisfied 
that the druggists took no interest what 
ever in the co-operative plan of the 
company, and in other words, refused 
to make any individual effort to sell a 
article of this kind to their own pet 
sonal benefit. While we have a con 
pany that appeals to the retail druggist 
with every incentive for him, from a 
point of self-interest, to push these 
goods, after pretty nearly three years’ 
trial, we are forced to the conclusion 
that the retail druggists in a matter of 
this kind are blind to their own intet 
ests. If we had depended on their ef 
forts to make the company a success, it 
would have been a complete failure 
Three hundred stockholders, averaging 
a hundred dollars apiece, as you will 
eadily see, would insure the company 
a very healthy trade without any de 
pendence on outside sources. This in 
addition to the regular trade would 
have given the stockholders a_ very 
handsome profit We feel quite sure 
that the retail druggists throughout the 
land, if they would only study their 
own interests in the matter, would 
be very greatly benefited by following 
a plan like ours and those suggested by 
Ir. Bites But either through the 
fault of our plan, or by not being able 
to impress the druggists with our sin 
cerity, we must confess that in ovr 
case we are compelled to admit that as 
far as the retail druggists are concerned 
the plan failed 
Very respectfully your friends, 
Tue Brown Mepictine Company 
George W. Brown, President 
o> 
HE DISCOVERED THE POINT. 
The writer was for many years cditor 
of the American Newspaper Directory 
and can see as far through a stone wall 
as anybody e. 
441 Park ave., N. Y., Nov. 3, 1900. 
Dear GeorcGe—That is an exceedingly 
interesting story told in Printers’ INK 
of the Directory and the Baltimore 
American, and it is remarkably well put. 
I have read it with unusual interest. 
Verv sincerely, Cuas. N. Kenr. 
To Mr. George P. Rowell. 
The Boston Herald and Philadelphia 
Item ought to profit by it. 
ONE VIEW OF IT. 
Two-thirds of the failures in mail or- 
der advertising are due to the money 
that is spent on the “follow-up” system. 
Good printed matter helps, whether it 
be a plain circular or a very elaborate 
«catalogue. But rather than have a 
“form” letter gotten out in such a way 
that it is intended to deceive the re- 
cipient, it is much better always to have 
the plainest kind of a plain, printe® cir- 
cular. The money that you save by 
doing this you can put into extra space 
in your advertisine or by extending 
your list of publications.—Advertising 
Experience, 


oO 

















BINNER’S GIRL. 
Office of 
BINNER ENGRAVING COMPANY. 

New York, Oct. 31, 1900. 

Editor of Printers’ INK: 

In your issue of October jist 1 have 
read the article ge | to Iyle’s copy 

AIT. 


right or invention. Pyle’s eye- 
sight apparently is very poor, for he 
lays claim to a different girl than we 
do. His girl is entirely different from 
our girl. I submit to you herewith the 
card that Mr. Pyle refers to and I also 


inclo se a copy of our girl. You will at 
once notice the great difference. Our 
illustration was made originally for the 
Yerkes Observatory. Where Mr. Pyle 
car*.red his girl is more than I know. 
I am willing to bet Mr. Pyle dollars to 
doughnuts that if Printers’ INK saw 
fit to reproduce a picture of Mr. Pyle’s 
girl side by side with our girl that 999 
out of 1,000 would pick out our girl in 
preference to Mr. Pyle’s. While Mr. 
Pyle was making a selection for the 
Pyle’s Pearline girl in the moon, and 
as he such a great advertiser, why 
didn’t he pick out the best looking girl 
to be found instead of one that could 
not even get a job as a freak in a dime 
museum? I am afraid that Mr. Pyle is 
not up very much on girls, especially 
girls who make their headquarters in 
the moon. fours very truly, 
Oscar E. BINNER. 
andl 
KEEPING CUT 

The best protection for — is to 
wrap them in newspaper, with a blotter 
on the face; not any old, used-up blot- 
ter, but good, clean, new stock; then 
put them in pasteboard boxes. Do not 
lay one cut upon the face of the an- 
other without this blotter between. Do 
not keep wood cuts in a hot place to be 
cracked and spoiled from heat. Do not 


is 


put rubber bands around copper-faced 
plates, as the sulpher in the rubber and 
and the moisture in the atmosphere 


creates an acid which etches copper. Do 
not spill acid or ink of any kind on en- 
gravings, as the surtaces, being aighly 
polished, will be destroyed very quickly 
by anything of this kind. Engravings 
should always be thoroughly cleaned 
with benzine or some other substance 
which will dissolve the ink and itself 
evaporate quickly before they are put 
away. Kerosene should never be used, 
because it does not all evaporate, and 
again is absorbed by the wood base, thus 
causing the block to warp and swell, 
which, in the case of anchored cuts, will 


pull off the anchors; it also leaves a 
residue of oil behind, which does not 
evaporate, but does hold all the lint 


and dust which happens to fall on the 
plate or is left by the rags with which 
the cut is wiped off. The result is that 
work printed from plates so cleaned is 
Iways muddy and dirty.—Information. 
s oe oH 
THE REASON. 

The absence of mail-order ads in the 
religious papers is not due to any lack 
of enterprise on the part of the pub 
lishers, nor to any oversight of adver 
tisers. It is merely because they don’t 
pay.—Mail-Order Journal, 
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SALESMAN WANTED. 






Under the foregoing title the F. . 
Davis Company, publishers, of Phi 
delphia, publish in the Medical Bu 
tin (Philadelphia) the following inte 
esting advertisement: 

The problem of advancement is ot 


entimes a serious one to a young m 
fo remain in his present environme 
mav be easy, but promises little 
better.e .Every young man_ with 
bition desires to see something 
world outside of his immediate 
Shrewd fathers encourage this des 
because they believe as the saying 
“it will make a man of the boy, 
the question how can a young m 
without previo; business experien 
see something, at the same time op 
ing a way to a possible future 
of usefulnes and _ prosperity. 
the past fifteen years, the F. 
Company have solved this problem 
several hundred young men, some 
whom are at the present time still 
ployed by the company. Experie: 
has demonstrated that the company « 
not profitably use the services of 
young man under 21 years of age, 
that from 21 to 30 a bright young 
has a good chznce to become a 
cessful salesman, making his exper 
from the start and gradually build 
up a good income. Any doctor wh 
interested in such a young man will 
him a favor to refer him to the 
Davis Company. The company can « 
ploy but a fraction of the men 
apply. but aim to use the best and 
give the selected salesmen every 
portunity to succeed. 


te 
SLOWLY, PERHAPS, BU’ 
SURELY. 
It is not difficult to forsee the 
when an aroused public opinion will 
mand the enactment of laws to restr 
advertisements to their proper 
and to prevent the disfigurement of 
landscape and the municipal utilitic 
Washington (D. C.) Star. 
et On 
ANOTHER TRADE DEAL. 
The editor of 3 Kansas paper 
other day was blessed with a baby 
A little sister, after examining 
baby, went to her father and 
“Did we get him on advertising, t 
papa?’’—Omaha (Neb.) News. 
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STEREOTYPED ADVERTISING 
PHRASES. 





“GOING AT A RIDICULOUS FIGURE.” 
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NOTES. 
Dany al rt 


> Pa., in 
store, 


mailed 





Iiexrey Remepe, of 
epening his new jewelry 
his circular in a tiny jewelry box 
2,000 
num 
maga 


jovriL, of London, offers 
prizes to those clipping the largest 
ber of their ads out of November 
zines. 





“From Mobile to New Orleans,’ in 


the International (Chicago) for No- 


vember, may appeal to advertisers inter 
ested in this territory 

On October 28 the Daily No 
of Council Bluffs, la., issued a 
portation Edition,” which pictured 





advantages in 
and illustration. 


city’ s 
type 


Tue Southern Pacific’s passenger de 
I 





partment has adopted a new and novel 
though practical method for educating 
the rising generations concerning Cat! 
fornia and its industries. Primers are 
to be distributed to school children all 
over the country, and each will deal 
with a specific subject. The first one 
just issued relates to the big trees of 
the State, and the next will tell all 
about oranges. The big picture of 
Wawoha, said to be one of the finest 
ever taken in the Yosemite Valley, is 
soon to be exhibited in New York and 
other large cities —New York C 
merctal, 

H{1p, hip, hurrah! At last we have a 
novelty in book advertising. Dood, Mead 
& Co. publish in parallel columns opin 
ions pro and con of Marie Corelli's 
*Master Christian.’’ According to one 
column of critics the work is untruth 
ful, badly written and a trial to the 


patience, besides being we: 
sacrilegious, exaggerated and nominal. 
On the other side of the column rule 
the novel is praised for fidelity to facts, 
vigor of style, interest and morality. It 
is hailed as the most important ad the 
author’s works. The point made by the 
publishers is that, with all its peculiari 
ties, “Ihe Master Christian” is the most 
talked-of novel of the season.—Natior 
{dvertiser. 





reader's 











THE proposal of the Express to re 
peal the ordinance establishing a part 
nership between the city and adverti s 
is the most practical one yet made. The 
scheme is a bad one and the city should 
never have gone into it. rhe waste 
paper receptacles are all right for their 


purpose, and when they are made just 
as Inconspicuous as possible. The city 
is not in the advertising business—has 
no business to go into it. Whatever may 
be the outcome of the litigation begun 
in the injunction granted last week, the 
advertising trash boxes should not be 
allowed. The council should recall the 


authority granted to the board of pub 
lic works to put eyesores on every cor 
ner.—Buffalo (N ) Expy 








Joun G. Warp, collector of interno! 
revenue, has recei notice of the fol 
lowing decisions from the treasury 
department: The department has de 
cided that merchants cannot lawfully 
advertise their brands of whisky or 


other articles on cigar boxes. The rea 
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son given by Commissioner Wilsor 
that such advertising would place 
structions in the way of revenue offi 
and endanger the proper collection 
the revenue. The department has 
decided that the proprietors of thea 
and opera houses in cities whose p 
lation sas shown by the former census 
was less are not to be called 
on to pay snecial tax for the cur 
year because of newspaper annou 
ments that the recent census show 
population for these cities of more 
25,000.—Albany (N. Y.) 


Press. 

| NUMBER ( 
ing the followir 
withstanding the 
mental subsidy the 


25,000 or 


newspapers are pr 
g interesting item: 
governmental 
volume of Cer 





supple 





many’s exports to Australia is decre 
ing and that of the United States is 
creasing In 1894 the United States 
beat Germany in the Australian trade 
by $1,000,000. In 1897 Germany’s ex 
ports to Australia amounted to $4,5 
000, while those of the United States 
reached the figure of $9,400,000. _ In 
1899 the American exports increased to 


German amoun 
German press 


while the 
to $4,250,000. The 
therefore alarmed at this failure of the 
national trade with Australia to 
and says that the reason of the .\1 
can systematic progress is the ste 
advertisement propaganda carried on by 
resident agents, which takes the form 
not only of floods of catalogues, but of 
convenient sample-rooms and _ the 
ment of a liberal commission 


$11,000,000, 


title of a new 
invented 
Leipzig, 


NTOGRAPHY is the 
reproduction 
Giesecke, of 


GIG 
process of 


Mr. John 














for which the sole right of sale and 
license in the United Kingdom has 
been acquired by Messrs. Klimsch, 
Ifunter & Co., 26 to 29 Poppin’s Court 
leet Street, E. C. The object of the 
invention is to create, at a moder 

cost, reproductions in a large size of 
any photograph or water-color sketch 
by a mechanical proces not invol ; 
the use of a half-tone screen of the 





full size of the reproduction as hitherto 
required. \ single screen of average 
size is sufficient to produce work in a 
fine or coarse grain, of medium as well 
as of large size The process onl 
quires a reproduction camera with a 
suitable lens and a 9 by 12 screen 
with 150 or 175 lines to the inch. Gi 
gantography is not limited to the pl 
tographic style of monochromo prints; 
there is no impediment to its being 
done in colors. It is, indeed, claimed 
that, with a few colors or tint plates 
the process retains the characteristics 
of a lithograph in a great number of 
colors Rights to, use the proces ure 


granted by license, and may be of a 
permanent or yearly character.—.\ s 
paper Oxtner and Modern Printer 
—— 
NOT ADJUNCT. 
Too monv advertisers consider th 


advertising as an ad/unct ° their busi 
ness. Here is where they make a fatal 
mistake; advertising is hy adjunct, 
but a part of the business, as muc! as 
is the buying and selling of good 
Naked Truth. 
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ADDRESSES ON SIGNS 

\ correspondent of Printers’ Ink 
iakes the following interesting propo 
itions: 

An exceedingly small percentage of 
New York advertisers appear to appreci 
te the advantage of having their ad 
lresses appear on their signs. The 
numbers are generally visible, and one 
is little difficulty in finding the place 

is looking for, but the advantage of 
ving the full address (name of street 

luded) very conspicuous lies in re 
inding passers-by that that is the par 
ular place he has read about. Again, 
the conspicuous use of the name of 

e street or avenue with the number 

so rare, many passers-by would be 
come familiar with the location and 
ifterwards take especial notice of the 
i done | any firm at that 
On the building at Broad 
rhirty-third street appears 
number 1280 in very large silver 
res. I have noticed it hundreds of 
times from the elevated trains, and 
yet I do not know the name of the 
rm in the building. If I should see 
that number in an advertisement it 
ould certainly attract my attention 
ore forcibly than most any other 
1umber. A few I saw a sign 
n which appeared: is 194 Park 
Row” I am not absolutely sure out 
the number, as I had but one quick 

ince at it, but | zm sure that it is a 
very conspicuous sign for a small, cheap 
ne. A little later I was looking from 

tenth story window in the Decker 
Building, on Union Square, and had 

N 












ie address, “No. 78 Fifth avenue,” 
deeply impressed in my memory be- 
cause it appears in very large, black 
letters at the top of the high building 
at that place. Another sign that has 
ittracted my attention, because it in 
cludes the name of the street, reads 
“45 W. 125th street, Servants.” 





+ 
ABOUT MARGINS. 

It is surprising that advertisers, as a 
body, cannot be made to see that liberal 
margins around an advertisement or a 
voster represent more advertising force 
than can be gained by the utilization of 
such space for type matter. na 
hoarding near to Newspaper and Poster 
*rtising office at this moment there 
are a number of double-demy auction 
and other bills, and amongst them there 
is a railway notice, in which the type 
has been kept four inches away from 
e edge on each side of the bill. The 
learness and distinctness with which 
this placard stands out from the rest 
can hardly be overlooked.—Newspaper 
ind Poster Advertising. 

> 
NAMES FOR ARTICLES. . 

\lways endeavor to select a name 
which any person—cither of high or 
low intellect—may not only understand 
but be able to pronounce at sight. [First 
impressions have much to do with the 
formation of one’s opinion of matters 
and things. If the name of your ar- 
ticle is one that will appeal quickly to 
the reason of the reader, much has been 
thus easily accomplished.—Advisor. 
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FACTS AND FIGURES. 
Nothing else can sell your goods but 
facts and figures, fact and figures. 
Particularly figures.—_ New England 
Grocer. 
ee 


Classified Advertisements. 


Advertisements u der this head two li esor more, 
without display, 3 25 cents «a line. ‘ust be 
handed in on 1e week iu advance 


WAN? 


DVERTISEMENTS for the EVENING Post 
4 Charleston, 8. C 
. LL-RO “x fore man. I make printing 
‘ “J.O ” 37 Mason St., Pawtucket, R 
DVERTIS! ME NTS for the —_ with largest 
local circulation in Charleston, THE 
F VENING Post. 





HAVE waste power and idle presses which can 
be secured cheap for long runs Address J 
A. WAYLAND, Girard, Kan 


WANT to buy a Puple ae Fiat Bed Perfecting 
*ress, Address 'T, care S, Beck 
with, Tribune Bldg., Ne w Y ad City. 
N editor of a metropolitan daily, holding a 
vermanent position, wants place as editor 
or manager of paper in smaller city in the East 
*B. W. J.,” care Il 'rinters’ Ink 


WANT to do the advertising for some firm 








who expect re sults and are wi ‘il ing to pay for 
knowled xperience and ability. Address 
* HUSTLER,” care Printers’ Ink. 





\ , ANTED—To sell at low figure a growing 
farm paper property worth double price 
asked No ye opening in the South for a 
hustler. E. E. ADAMS, Lebanon, Tenn 
INGLES—Advertising jingles for all trades. 
e¢) That is my speciaity. They are the pithy 
pointed, practical kind, and Oe profitable a the 
pric JACK THE JINGLE ?10 Spruce St ,N.Y. 


\ TANTED—Hustlins uy 










to-date adv. solicitor ; 

25 per cent com, Souvenir book, “ Fire- 
men’s Pension Fund.” FIREMEN’S BENEVO- 
LENT SOCIETY, 521 W. Market St., Louisville,Ky 


W ANTED — Position by expe rienced man as 
business or circulation _ 

vive best of references. Address R. W. 

S )N, care Louisville Comercial, Louisviticn Ky. 


_—— 
*RADE PAPER Pt BuisHtRS—Journalist of 
wide experience writes original articles,cor 
respondence and interviews. Photos, if desired. 
Translations from tore en exchanges. WM. C 
HIRSCH, Postoffice 2241, New York. 











( yk <DERS for 5 line aivertisements 4 weeks $10 
in 100 lllinois newspapers ; 100,000 circula 
a = wee = ; other Western weekly papers same 
alogue on applic: ation. CHIC. 
NEWSP (PER UNIO . 10 Spruce St., New York. 
CHANCE to learn the linotype and details 
4 Special rates to operators desiring mechan 
ical course. Every branch ert age — : 
reference . Me reenthaler Linoty »., New 
Write for e: atalogue. ME pas TH ALFR LINO. 
TYPE SCHOOL, 610 G st.,N. ,» Washington, D.« 








\W ANTED An opportunity to show that I can 

write your ads so as to draw trade and in 
erease your popul rity with your customers 
Write once if in need of a good man who can 
produce the advertisements that seo gy store 
with customers. Address “EXPERT,” care 
Printers’ Ink 





JUBLISHERS, use our method of increasing 
your subscription list nsures a steady 
growth each week, is limited only to the enter 
prise of the circulation manager. Adapted to 
city or country papers. Money returned after 
first month’s trial if not entirely as represented 
orif the plan does not bring subscribers. H 
been used by some papers for years with satis 
factory re sults Sold to only o paper in acity 
Ye v subscribers cost less than 5 per cent. Our 
methodsare reliable and our subserintion plan is 
worth hundreds of dollars to any well conducted 
on er that is reaching out for n w subscribers 
o premiums, no canvassing. Full particulars 
and everything necessary for adopting the plan, 
21. We cen refer to easy papers using our 
method. THE UNITED PRESS, 54 N. Ninth St., 
Philadelphia 























*ERNALD’S NEWSPAPER MEN’S EX¢ HANGE 
recomme!ids competent rep’rs,editors & adv’ 
mento pubiishers. 15Ce sdar St. , Springticld, Mass 


\ * ANTED—Energetic 

of presenting intelligently an impo: tant 
business proposition to manufacturers and 
wholesalers. The position will pay large reé 
munerations and a permanent income is as-ured 














the right kind of aman. State experience and 
references. “ B. W.,” care Printers’ Ink. 
> sd 
COIN CARDS. 
w 2° 3 AL more; any printing 
TH ‘ST \TIONERS' MFG. CO., Detroit, Mich. 
+o 
BOOKS. 
‘ ye E beng A My book — capac 





‘acer? —mailed for 25¢. 
FR ED i C tiFFOLD, Ranece. M 
HALF-TONES. 
PERFECT copper half-tones, 1-co 1; large: 
10e per in. THE YOUN( STOW yy ARC EN 
GRAVING CO., Youngstown, Ohic. 
+o 
POSTAL CARDS BOUGHT. 
TNC. ARC ELLED printed or 





addressed postal 


cards and stamps bought for cash BURR 
MANU F ACTURING CO , 614 Park Row Bidg..N.Y. 
- — +e 
SPECIAL REPRESENTATIVE, 


La COSTE, 


ie 


33 P ark Row, New York, 
special representative for leading daily news- 
papers. 
+o 
LETTER BROKERS 
ETTERS, all kinds, received from newspaper 


4 advertising, wanted and to let. What have 
you or what kind do you wish to hire of ust THE 
MEN OF LETTERS A8S’N, 595 Broadway, N.Y 








ae 
1 DVERTISING 

\ ERCHANTS,mfrs., 

4 “ live” salesmen o 

send for bargain lists le 

HUNGERFOKD & DAR 


AGENTS. 

mail orde = me n who want 
where should 
ng“ w rant tad’ ’ papers 
ELL AG’CY, Balto., Md. 








——_$§————— 
NEWSPAPER INFORMATION. 
OR latest newspaper information ase the lat- 
est edition of the AMERICAN NEWSPAPER DI- 





RECTORY, issued Sept. 1, 1900. Price, five 
dollars. Sent free on receipt of pri ice. GEO. P, 
ROWELL & CO., 10 Spruce St., New York. 
<> 
PHOTO ENGRAVING. 
‘HE STANDARD ENGRAVING CO., 61 Ann 


St., New York. 


WILL make phx to- ngr ovine line cuts for 4 
cents, and half-tone for 10 cents per square 
inena. R.SYLVAN, Park Row Building. 


sciiniaomnatililliaaacemaninicin 
PREMIUMS. 

PELIARLE goods are trade builders 
sands of suggestive premiums suitable for 
yublishers and others from the foremost manu 
acturing and wholesale dealers in jewelry and 
kindred lines. 700-p. ill’d lis st price catalogue 
free . MYER $CO., 48-50-52 Maiden Lane, N.Y. 


Thou 





SUPPL AES 
XNAUGE PINS, 3 for *. eae RS SUPPLY 
¥ CO., Grand Island, 


+ HIs paper is printed with ink manufac ture od 

yy th a VILSON PRINTING INK ( 
Ltée. Fonda we w York. 
cash buyers 


Special prices co 


——-——+)+ ———— 
ADVERTISING NOVELTIES, 


S500 % 


bag yg onfederate money for only 
. D. BARKER, Atlanta, Ga: 





yor the purpose of invi'ing announcements 
of Advertising Novclties likely to benefit 
ender ay well as advertiser, 4 lines will be i-- 


ren 
serted under this head once for one dollar. 
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WINES. 
] on CHAMPAGNE 18) MADE 
VE. 


ZEY, with Brotherhood 
New York ( ity. 


ent free ‘ FE 


ine (o,, 


IMPOSIN STONES. 


Y EST quality Georgia marble imposing wanes “ 
> two inches thi ) cents square foot. 
with order. THE LORGIA MARBLE FINIsi! 
ING WOR KS, Cc anton, Ga. 







MAILING MACHINES 


S DELIGHT. labeler,’99 pat..$12. RE 
JK, 43 Ferguson Ave., Buffalo, N. Y 


YRINTERS’ INK uses Wallace & Co.’s Address 
ing Machine, so doe 

The Cosmopolitan Magaz ine, 

The Delineator, 


p's gree 


The Ledger Monthly 
and scores ot the large publishers of the —— 
WALLACE & CO., 10 Warren St., Y 
—- to — 
PENS 
Kk EN PEN No. 7, best made for newspaper 
writers. Gross, $1; sample box. 10 cents 
KEN Pi-N CO., Mattoon, Tt 


‘FFSEY FALCON PE \s will not tire the hand 
4 They wear aa) ti Gross $1. Sample 
box 10 cents. THE P. Red Bank, N. J. 
\W E have a special offer for newspaper men 
wanting fountain pens for their own us 
—— pre — VERRY PEN CO., Box 3 
ton, W 


<o- 
BUSINESS OPPORTUNITIES, 

( pLY afternoon paper in city of 30,0°0, 10 miles 

from New York. De lightful re sidence town 

and large ae of business. We clears 
$5,000 year pout $15,009 n 

EME RON P. HARRIS. 1: N.Y. 

» pte: BLICAN paper, Central NewYork. Ste 

\ ell with Re nublic an party. Making $ 

yeatty to can be pais for $5,000 ora fitth 






ry 
0 Rasen: 


nds 








ess. Good town a hte 
EMERSON P. RR if , 150 Nassau, N. Y. 
HAVE 329 acres of excellent oil land in the 


Newhall White Oi! District. For $640 one or 
ten persons can obtain a two-thirds interest 
therein. Writeme if you can take from a fif 
th toa two-thirds interest. It is to becom: 
associated with the right kind of people that I 
make this offer. When we are in touch and 
jointly interested we will proceed to organize a 





company to develop oil. Many fortunes, both 
large and small, have been end are being made 
by investing inand developing land in Cal’for 


recertiy discovered and fast developing 
This propo tion will need prompt a 
ceptance “1 may well believe, so lose no time 


in writings THOS W. BAKER, Exeter, Calif. 











FOR SALE, 





Puncture proof Tires, prepaid 


86. 50." RO ADSTER TIRE CO., Camden, N.J 


INDING machine in first-class order 


d pone from Hoe wetting machine. eaierens 
THE EVENING JOURNAL, Jersey City, 

2 BUYS a complete bound file f 
s | 00 PRINTERS’ INK (32 volumes). Addres 8 
“Pp. I.J.,” care Printers’ Ink, 10 Spruce St., N 


ro SALE—A leading 16-page Southern farm 
journal located in city of 100,000. Good bus 
ness. No plant. Fine opening for good oe 
Excellent location. Will sell cheap or will 1 
ADAMS, Lebanon, Tenn 


OG % rah ~ 


American Ne 





Iam cleaning house, and hav 
96 books of June, 1899, edition of the 
yspaper Directory on hand that I 
wish tod am of. Send me 30 cents to pay the 
expressag dl will send youacopy. Address 
PETER DOL GAN. 10 Spruce St., New York. 


> VERY issue of PRINTERS’ INK is religiously 
+ read by many newspaper men and printers 
as wellas by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertiseme nt in ee INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
th e business Address P R INTERS’ INK, 10 Spruce 
, New York 


























ILLUSTRATORS AND ILLUSTRATIONS 


| SENIOR & CO., , Wood kngrave 
« St.,New York. — 


NEWSPAP.: eR BARGS 1INS. 


S800 CASH, balance #350 on easy terms, buys 
a Kepublican opportunity in Kentuc ky 
if bought quick. Inventories $1, 
600 buys a fine paving wee’ *kly proposition - 

“( = seat town of 4,000 people in Ohio. This 1s 
a very low price for quick sale. 

$3,5% buys one of best business locaied week 
lies in Massachusetts. A snap, 

$3,000 buys a good weekly proposition in Indi- 
ana. Business and terms wil please you. 

=2,850—about $2,000 down—buys a good weekly 
proposition. $2,000, with one-half down, buys 
another good one. Both in New Hampshire 

Dailies and weeklies in many different States. 
on all properties that I handle the strictest in 
vestigation 1s solicited on the part of buyers who 
mean business. 

Newspaper owners can secure reliable men for 
mn de poe nt in newspaperdom via 

F. DAVID, Abington, Mass., Confidential 
Br )ker and Expe rt in Newspaper Properties. 
——— +> 








rs. 1USpruce 
good aud prompt. 








ADVERTISING MEDIA 
pre EVENING POST, Charleston, S. C. 
vu EVENING POST, Charleston, S. C. 
i Mee EVENING PosT, Charleston, S. C 
kL VENING POST, 


Charleston, 8. C 


EVENING POST, Charleston, S.C. 
. 


EVENING POST, 


Charleston, S. ¢ 


"HE best advertising medium in Charleston 
S. C., is THE EVENING Post. 
] ARDWARE DEALERS’ MAGAZINE, sam 
ple copy 10 cents, New York City. 
EVENING POST, of Charleston, Ss. C.. 


HE 
T claims the largest local circulation. 
T= official sours ul for all 
1arleston, ‘., is THE 
DVERTISING agents serving 

4 honestly, call up TOILETTES ; 

t() WORDS, 5 times, 25 cents. 

. Brockton, Mass. 

} ACK-COV ER quart r page. 30,000 ¢ ircu., 816.7 
) 12 times, $180. PATHE INDE R. Pathfinder, Dc. 
PEACH the best Sonthern farmers by planting 
\ youradsin FARM AND TRA YE, Nashvilie, 

Tenn. Only 0c, a line. 

NY persen advertising in PRINTERS’ INK to 

s the amount of $10 or more is entitled to re 

ceive the paper for one year 


tity 


advertising of 
NING Post. 








their clients 
estab. 1881 

ENTERPRISE, 
Cir rculation exceeds 6,000 








‘HE advertising for all the <i partes nts of the 
city of Charleston, 8. s done under 











contract exclusively in THE . ENING Post 
DVER1TISERS’ GUIDE, New Market, N. J. 
4 Circulation 4,500. sample free. Mailed 
postpaid 1 year, 25e. Ad rate, 9c. line. Close 24th 
‘i )OKIE’S CHINESE MONTHLY, Roe selkport, 
Ind. Cir. 10.000, by Printers’ Ink & P 
receipts. Terms for inch l5c. Sub. 50c. Samp. 5c 





\ WEB perfecting press, linotvype machines 
é and a building of its own is evidence of 
the prosperity of THE EVENING Post, of Charles- 
ton, S.C 


puee EVENING POST. Charieston, S. C 
publish want advertisements 

word net; 50 inches display tor $15; 100 inches, 

$ 100 inc nes, $60 ; 500 inches, gy0; 1,000 inches for 

$165. Additional ch rges for position and break- 

ing of column rules. 


. will 
at one cent a 








BOUT seven eighths of the advertising done 
fails to be effective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right papers, sand ee a wa? Corre- 
spondence solicited Ade | GEO. P 
ROW ELLADVE RTISING AGE Soy, we Bprace 8 . 





New York 





PRINTERS’ 









INK. 





MAIL ORDER 


CS FOR NAMES. Your advertising must 

bring you a good many letters. What do 
you do with them?! Are you getting the best 
— out of them! \eareinthe market for 
etters, and we buy them outright or hire them 
for copy. Just now we want letters dated since 
October, 1899, that have not been copied by other 
publishers. If you have any, write us how many. 








inclosing a copy of the advertisement that 
brought them Why not turn all your lett«rs 
into cash » pay_cash and we pay all the let- 


ters are worth. a of letting them he 
around urtil they have lost their value and then 
putting them into the furnace, why not turn 
them into a handsome profit? Perhaps this is 
one of the little leaks —_ ae — Write us to- 
day all about your lette 0 Jot is too bie for 
us to handle. $8 AWY ER Pt BLISHING COM 
PANY, Waterville, Maine. 


ADDRESSES. 





B USINESS MEN! “Do yo you 1 need agents? CENT 
> URY ADDRESS COMPANY, 8 Campbell 
Park, Chicago, lil. Can Seauaicoate any amoune 





of any class you need. Prices reasonab!e. Cor 
respondence invited. State what you want and 
we will tell you what it costs. Other lists. La 
dies, investors, mail-order buyers, etc. 


( ‘REATE business _ 
per advertising. 





without ¢ xpensive new net 
Use Carter’s Classifled A 

Only house in the world Seetkene 
names not to be found in directories. Have yuu 
aremedy for cancer, catarrh, deafness, dyspep 
sia, kidney troubles, nervous troubles, rheuma- 
tism, skin diseases, ete. Do you want agents to 
sell your goods from house to house? We have 
America’s population classified according to af 
flietions, occupation or condition. Can address 
your envelopes or wrappers. Capacity 100,000 
daily by expert copyists. Prepared to furnish 
any classof nam envelopes or wrappers, plain 
or printed, addr the latter and attend ton ail 
ing if desired. State specifically what you have 
to sell, how you want to sell it. We will reply 
by return mail with poco informati¢ n that will 
make your business a suc 

FRANK R. CARTER, 


iresses. 








“2 EAST 42p ST., N. Y. 

{DVERTISEMENT CONSTRUCTORS 

I MORGAN, 
e brid; 





Advertisement Writer, Cs 


, Vermont 


am 








( * EOR( R. CRAW, mail order advertising 
1 Box 502, Cincinnati, Ohio 
Ae = ng business Vrite. H. L. GOOD 
Chester +t., Mal te n, Mass 





Rass +HT, business- Hg ee ads s1¢ ne h. Send 
ja I, MORGAN, Cambridge, 

SSUE your own stor’ paper. Ask for samples 
WM. WOODHOUSE, JR., Trenton, N. 
DVICE any business or adv. subject $95. Trial 

yi ads $l. F. B. WILSON, Kenton, Ohio 

\ DS $1 each, booklets $1 a page. CHA \ 

d WOOLFOLK, 446 W. Main St., unville, Ky. 


ED SCARBORO, writer 


e? ing. Request estimates. 
\ EDICAL advertising, professional or secular, 
s written, illustrated, printed. M.P. GOULD 
\Wwek ITE for estimates on the preparation of 

any kind of advertis ing matter, HOLLIS 
CORBIN, 253 Broad t New York 


AUNCUING a new business? Whether it wil 

be an ocean liner or a catboat may depend 

on_the advertising. Let us start you right 

SNYDER & JOHNSON, Advertising \\rite:s and 
Agents, Woman’s Temple, Chicago. 


T EARN adwriting. We have placed graduates 
4 we might do the same for you. Good 
prospects, good salaries. Positively and pra: 
tically taught by mail. Prospectusfree. Highly 
indorsed. PAGE-DAVIS CO., Inc’d, 12 Medinah 
Temple, Chicago. 


R= 1.TS!—That is what I alwaysaim atand my 

customers often wonder at the accuracy of 
my aim. | write, illustrate, design and print all 
kinds of advertising literature in a neat, clean, 
convincing manner, just the way it should be 


of forceful advertis- 
20 Morton St., Bklyn. 




















done. Send along a trial order and see if I can 
not hit the “ bull’s eve ’ of trade for you. Also 
send for my booklet. “ Ten Dollars a Thousand.’ 


It will interest you 
Manager Printers’ 


Address WM. JOHNSTON 
Ink Press, 10 Spruce St., N 
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PRINTERS’ INK. 
FOR ADVERTISERS, 

Ten cents a 
dollars a year, 


A JOURNAL 
tar Issued every Wednesday. 


copy. Subscription phage . five 
in advance. Six dollars a hundred, No ‘back 
number 


we Being printed from plates, it is always pos 
sible to issue a new edition of five hundred cop 
ies for $30, or alarger number at the same rate. 

(@’ Publishers desiring to subscribe for PRINT 
ERS’ INK for the benefit of advg. trons may, on 
application, obtain special confidential terms 

ter ir any person who has not paid for it is re 
ce ‘ving PRINTERS’ INK it is because some one has 
subscribed in his name, Every paper is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES: 

Classified advertisements 25 cents a line: six 
words to the line; pearl measure; display 50 cents 
a line; 15 linesto the inch. #100a page. Special 
position twenty-five per cent additional, if grant 
ed; discount, five per cent for cash with order. 


OSCAR HERZBERG, Managing Editor. 
PETER DOUGAN, Manager of Advertising 
and Subsc ription Department. 


New YORK OFFIC ES: NO. 10 SPRUCE ST. 
LONDON AGENT, F. W. SEARS, 50-52 LUD- 
GATE HILL, E, C. 

NEW YORK, Ni NOV. 14, 1900. 


“WILL people believe it?” is a 
question that each advertiser 
should ask himself before turn- 


ing his copy over to the printer. 











Wuat the advertisement costs 
as a whole is of no earthly impor- 
tance; what each reply or each 
thousand of circulation means is 
the way to consider it. 

ee 

THOUGH sometimes deceptive. 
appearances count for a great deal 
in business. As men are judged 
by appearances,-so are business 
houses judged by their advertis- 
ing literature. 


EARNESTNEsS is the keynote of 
success. A_ half-hearted policy 
applied to a_ business usually 
brings failure. The man who 
enters a business with a_ belief 
that he is going to fail will not 
be disappointed. A weak spirit 
accomplishes nothing. The 
sential qualities that bring success 


es- 


in any business are earnestness, 
energy and persistence. Without 
the application of these three 
qualities, a Rothschild or a Van- 
derbilt would be sure to fail. 
Money counts for much in busi- 
ness, but money alone will not 
br’ng success \ belief that ad- 
vertising pays, when pursued 
with energetic persistence, often 


proves a better capital than much 


gold. 


INK. 


’ 


THE most business does not 
come to the advertiser who talks 
the most, but to the one who talks 
the most convincingly. 


AN explicit offer of some kind 
is what makes an advertisement 
interesting. The general idea an 
nouncement may be all right in its 
way, but it lacks that grip on 
mind and purse that the other 
kind possesses. 


which the a 
Nervura 


[HE terms upon 
vertising of Dr. Greene's 


it at present placed are said to | 
first quarterly payment one yeat 
after first insertion. This is gi 
ing a clean full year for the ad 
vertiser to get his money _ bac! 
Advertising always pays, so the, 
money is sure to come, but som 


newspapers are slow about accept 


ing the proposition because thx 
fear that sooner or later some 
other good advertiser will be led 
to ask for terms equally favor 
able. This advertising is placed 
by the Pettingill Agency of B« 

ton, who also place the Lydia 


Pinkham business. 





AN anonymous 
sent PRINTERS’ 
(106 pages) he 


newsdealer h 
INK 53 
has clipped out of 
Frank Leslie's Popular Monti 

for November. These pages co: 
tain ads of magaz-ne subscriptior 


1 
sheet 


agencies, which is the reason 
their untimely extinction. TI 
only other advertiser, aside from 
the subscription agencies and 
Frank Leslie's advertisement 
who were grouped on the fou 
different pages abolished was 
Cook’s Flaked Rice Company 
New York. To obviate such 
emergency, advertisers should 
make it a point to contract tl 
their announcements be not pul 
lished on the same page or 
the other side of a page, contan 


ing a subscription agency adv 
tisement or one making a speci 
subscription rate on one or mort 
periodicals. The newsdealer cut 
ting out such pages is only hurting 


himself in the long run; in course 
of time his customers will dis 
cover how small a man he is, and 


of broadet 
metl 


desert him for one 
more honorable business 

















In the November Chautauquan 
George D. Waldron writes on 
*Ship-Carrying Trade Under 
American and Foreign Flags.” 
He tells how small the percent- 
ge of the ship-carrying trade _of 
the United States is when com- 
parison is made with that of other 
ations. According to him in the 
10st prosperous year of foreign 
rade in our history, which closed 
June 30 last, our total exports and 
mports approximated $2,244,000,- 
000, of which $2,073,000,000 were 
cartied by ocean vessels, yet only 
about $192,000,000 worth, or a little 


ver nine per cent, was carried 
under the American _ flag. \ 
table given shows the expansion 
ind reduction of our. carrying 


trade at different periods from 
i821 to date. In 1825 over ninety 
two per cent of our foreign trade 
carried in American vessels, 
while in 1900 only a little over 
nine per cent had that distinction. 
The chief cause of this decrease, 
Mr. Waldron claims, was the in- 
troduction of steam vessels in 
place of the wooden sailing boats 
previously employed. The United 


Was 


States had the advantage over 
other nations in making these 
ooden vessels, as our forests 
were full of cheap raw material 
for their making and a first 
class wooden ship cost about 


eighty dollars in America agatnst 
ninety dollars in Great Britain 
With the advent of steam, iron 
and steel were the chief material 
used and as the vast iron fields. 
furnaces and shops of the United 
States were then comparatively 
undeveloped and England then led 
the world in the manufacture of 
engines and other machinery, the 


decadence had its start and has 
still rema‘ned. Mr. Waldron also 
lays much blame on the Civil 


War; more than one and a quarter 
million tons of our were 
seized for the use of the army and 
navy and eight hundred thousand 
tons registered under the foreign 
flags to escape the ravages of the 
enemy's cruisers. While we were 
fight'ng among ourselves other 
nations were steadily progressing 


vessels 


in this line. The article is an 
ittempt to stimulate interest in 
the industry which has made 


PRINTERS’ 















INK 


seas. 


Even Mr. Bryan is not courage 


England “mistress of the 


the 
that 


ous enough to 
mother country 
old distinction. 


deny that 
still retains 





THe Association of American 
Advertisers was organized De 
cember 11, 1899. At one of its 
early meetings it was resolved 
that the members “do not associ 


ate in opposition to publishers but 
with a view to serving their best 
interests well as our own by 
equitably establishing the actual 


as 


circulation of publications and 
furnishing this information to 
members of the association.” Up 
to the present date eleven 
circulation investigations — have 


been made by a committee of this 
association organized for that pur 
consisting. of advertising 
managers of prominence. It is 
said that the results coincided, 
with considerable uniformity, with 
the figures to be found in_ the 
American Newspaper Directory, 
both in those cases where the. Di- 
rectory had secured circulatiom 
statements f the publishers 


pose, 


from 
as well as in those where its re 


quest for a statement had been 
ignored and its own circulation 
estimate substituted. The  as- 


sociation attempts to make its in- 
vestigations with much attention 
to many details. Its definition of 
circulation is “the average number 
of copies actually sold, deducting 
all returned copies: it divides 
this number into classifications 
which show how many are sold by 
subscription, by news companies, 
newsstands and by  newsboys, 
averages in the case of monthlies 
and weeklies to be the vearly 
average, in that of dailies to be the 
daily average, whatever that may 





mean; Sunday editions are stated 
separately. That the association 
with its representative member 


ship, is destined to wield a con 
siderable influence upon the prob 
lem of furnishing circulation fig 
ures to advertisers admits of little 


doubt. Its arrangements to-day 
may not be perfect, but the en 
thusiasm and_ intelligence with 


whch they are put into practice 
insures the eventual elimination of 
any conspicucus defects. 
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THE FIFTH SUGAR BOW L. 


Office of 





J. E. Van Doren SPECIAL AGENCY. 
New York, Nov. 2, 1900. 
Editor PRINTERS’ INK: 

Your article. “The Fifth Sugar 
Bowl, published in your issue of 
October 31, claims our interested at 
tention We have delayed entering the 
Kansas City li’ eekly Journal in the con- 
test for this award because of the de 
mands upon our time in attending to 
the business of its cé \s these 





average per over nine 


live advertising, paid 


columis 


thousand lines of 





for at the paper’s rates—an ameunt 
larger than that carried by any other 
weekly published in the West—we ask 
your careful consideration of _ the 
claim which we now make that the Kan 
sas City Weeki: ournal offers adver 
tisers the best service for the money 
to be obtained in anv weekly issued in 
the United States 

In substantiation of this claim, we 
cite its rates of twenty-five cents per 
line for a paid-in-advance, net circula 
tion of 108,000 copies weekly—between 
me-fifth and one-quarter of a cent for 
each thousand copies. Thise circulation 
is sworn to, but investigation need not 
est here, as its publishers authoriz 
the postmaster at Kansas City to mak: 


known to any inquirer the amount of 
postage paid by the Weekly Journal for 
imy issue or for any period desired, 
besides freely opening their 
a advertiser 
proo: of “pay dirt’”’ in 

or a newspaper is the pres 
The tnirty 


books to 


The best 
mining camp 
ence of numerous prospectors. 
columns of advertising carried in the 
Weekly Journal and its contracts with 
some two hundred and twenty foreign 

‘ “i 


advertisers are strong evidence of a 
rrofitable field Many of these adver 
tisers are mail-order houses, who ke, 


their advertisements and watch results 
keenly week by week. The rate is a flat 
one, permitting discontinuance at any 
time, yet the majority of these continue 
onth after month, and a number of 








them count the Hes Journal as first 

on their lists of | itable mediums. 
Two observati in the latter part of 

your article we g respectful leave to 


far as the li’ eekly Journal 
You say, “When a weekly 
merit it 


challenge, so 
is concerned. 
attempts to 


set up peculiar 
t 








rings forcibly to the advertiser’s mind 
the conviction that as a paying mediun 
the weekly is a hack r.”” Three 
ears ago the H’eekly Jour carried 
hut little adver : it is within that 
time that it has added largely to its cir 
ulation and proved its claim of “‘pecul 


iar merit And, in you say “‘weeklic 
do not carry very much adver 
We know of few dailies with 
foreign advertisers using space 
as liberally as in the Weekly Journal 
We helieve the far distant 
vhen good a prosperous 
section will not be a profitable medium 
to the advertiser seeking to reach 
families with money to spend in 
mall towns and country districts 





to-day 
tising.’ 


many 





r 
the ¢ 





Yours very truly, 
T. k. Vaw Doren Spectar Acen 
P. S.—We will be glad to subi tk 








the 
the 
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you, at your request, copies of the Kan 
sas City Weekly Journal, its circulation 
statements and rate cards. Also, if 
you care to see them, an expression 
from many mail order advertisers re 
garding the results obtained by the: 
through the columns of the Journal. 


The Kansas City Journal i 
credited in the latest issue of th 


Americaf': Newspaper Directory 
with 72,430 circulation. At that 
rate its charge to advertiser 
approximates a little over one 
third of a cent a line for each 
thousand of circulat on.—T[Epito 
PRINTERS’ INK. 
~7-o 

NOTWITHSTANDING that the 

Cincinnati Post early last April 


threw out many thousands of dol 
lars’ worth of advertising of a 
objectionable character, the dis 
play advertising in the Post du 


ing the month of August,. 1900 
was 33 columns over the sanx 
month of 1899. In September 


1¢00, the increase was 48 colum: 
over September, 1899. with o1 
less publishing day. These fact 
and figures show that the adver 


sers of Cincinnati and surround 


ng country. appreciate the fa 
that the tremendous circulati 
of the Cincinnati Post brings 1 


advertisers prompt returns, 


—_- 
Mr. MUNSEY's —autographic 
views in black ink on a red bacl 
ground on the front cover of h 
magazine really make interesting 
advertisements. As Munse) 
lies on the newspaper stand fe 
fail to the gorgeous red and 
to read the view of the excellen 
of the publication thereon « 
pressed. If each issue succee 
in being so much better than tl 
preceding, heaven only knows 
what point of the goodness Pp 
sible we are at the present 
moment There was once 
young lad of Semitic descent w 


see 


asked h's immediate ancestor 
buy him a bicycle because tl 
were getting cheaper every da 


“My son,” replied his papa, 
will buy vou one when they st 
getting cheaper.” It is to he 
presumed that Mr. Munsey’ 
successes in making a constantl 
better periodical are limited onl 
the limit of end 

in that direction. 


by human 























PRINTERS 


tHE DETROIT 
258" GUESTS 


HING BUT PLEASURE FRO} ART 1 
NISH TEMPT THEM COLD TEA 
CIGARS EVERYTHING 1 LEEE 
AS TO RE HAD 
twenty-five New York and 


advertisers who boarded the 
orm at the Grand Cen 
st Friday afternoon had 
plans that the Detroit 
vhose guests they were, 
for their entertainment 
roit, they would have 
verwhelmed It is doubt 
bravest of them could 
encounter what was in 
generous hospitality has 
before been extended to 
New York 
from comfort 
to Albany in 
party con 
, of the 
Times-Union 
and others 
they left on 
of baskets, 
containi 
and adver 
Otto Meyer 
his words of 
settled down 
they read 
him: 


osa 








n all the 
Press 

id perfected 
vhile in De 
een simply « 
ful if even the 
ared t 
h 


never 








Leaving 
tar 
made 


Albany 


nditions 
run was 
time Che 





started 
nearly, 





in 
a carload, 
s (water). and boxes 
s that only the rich 
enjoy. At Utica, 
Press, addressed 
As party 
perfect 











trom 
publicity, 


agents 


rs of 
advertising 
to Utica by the 
V young men of 4 
1 pull at the pipe of peace and 
will; hopes it will promote their 
lation better than 
William 
d, paid the cz 
stories aboat 
paper. In 
advertisers who 
Stephen W. 
of the Times, 
to Buffalo. 

lad to be “‘put 
place. Even if 
sleep obtained. 
turnedsout at Detroit bright 
d rly, and were driven to the 
liouse, where fine quarters had 


neil 
pencil 








Syracuse, 
visit and 
circula 
to the 
the 
Bolles, 
came 
It is 
off” 





the 
addition 
joined 





several 
of his 








it Rochester, 
ness manager 
and roe 

t he was g 
celebrated 
not too much 





there was 


rved 
after 5 
to 
the 
wel 


Se 
rtly 


p. m. the party was 
the Michigan Central 
guests Chicago 
omed with a cheer 
They had left the Twelfth 
at 10.30 yesterday morn 
ite r and arrived here 
last evening. They, too, 
to the headquarters of 
| at the Russell House. In 
convention hall of the Russell 
House the visitors were given a ban 
hich was pronounced by the 
of the hotel the happiest 
r given there \fter the ban 
visitors went through — th 
us departments of the Fre« 
nd the Sunday edition 
Monday morning was spc 
while the committ 
the circulation investi 
informal meeting it wa 


ven down 
where 
met and 
tiger. 
station 
1 priv 
‘clock 


escorted 





ca 





things 


the 








saw 





ight-seeing 
with 
an 


\t 





nany cou 
party left f 























ew Yorkers t 

were unan 

t the ha 

ts guests the 

a brainy lot of mer 

i a good deal more, for 

etimes run to wanton waste 

‘ the stratum of nonenit 

of crime or other perverted 

form « existence The advertising 

men whom it is the honor and pleas 

ure of the Free Press to entertain 

men of surperior talents directed 

in the right channel. They represent 

that supreme test which eventuates i 

a survival of the _ fittest We are 

under the conviction that men in thi 

profession rank with poets in the fact 

that they were born, not made.—News 
paf *rmaker \ "Tt Y rk 

nel 


UL. K. PETTINGILL. 
Pettingill the ad of 
the of Pettingill & Co., one of the 
largest newspaper advertising agencic 
in the country, having succeeded t 
this position on the death of his father 
U. L. Pettingill, in 1883. He persor 
a looks after the financiering of th« 
he and attends to the most impor 
tant details of the business. The news 
directory by the house 
is edited entirely uncer his supervis- 
ion, nd i his especial pride. Mr 
Pettingill possesses a genial and ap 
proachable and enjoys tl 
unqualified respect of the business c 
munity. He is a dire of the 
chanics’ National Ban Joston. 
was a sinking fund cc 
Mayor Quincy's 
Springfield (Mass.) I 
+e 


SAMUEL A. 


1s 








yuse, 


paper published 





is 





personality, 
oO mn 
Me 
He 
missioner under 
administration. - 


nion, 











PHILLIPS 















Mr. Phillips is going ahead on a 
substantial basis and those who know 
him he has been badly abus 
There is not much doubt that he 
m ke a success in th advertising busi 
ness, and it is to be sincerely hoped 
that he will not le hounded = any 
further He has 1d always did have 
1 good reputation in the advertisir 
trade, while his persecutors hold about 
as unfavorable a_ reputation = as s 
possible for any one to have.—Our 
Silent Partner 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line 
each time. By the year $2 aline. No display 
other than 2 line initial letter. Must be handed 

in one week in advance. 








CONNECTICUT. 


Ts DAY is the home daily in seven prosper 
Tn Connecticut towns. No other 
paper makes a respectable showing in them. 


GEORGIA. 


JUTHERN FARMER, Athens, Ga 
Southern agricultural publication 
people read it; 22,0¢0 monthly 
and Southwest \dvertising rates 


ous ste 








Leading 
Thrifty 
Covers South 
very low, 











ILLINOIS. 


YNONKEY’S HOME JOURNAT. excels as a m 

dium for interesting a good clasg of pe ante 
in the smailer towns. Our subscribers own 
pianos or organs—the sign of a refined and weil- 
to-do home— and are naturally me a onde r buyers. 
150,000 at 60 cents flat. W. B. NKEY COM- 
PANY, Chicago, Llinois. 


MAINE. 


W E don’t know Chas. Austin Bates pe rsonally, 
but bet a cookie he'llsay The Rockland 
(Me.) COURIER GAZETTE is a sound paper. Why! 
It’s 55 years old, tells its circulation in Rowell’s 
has a flat rate, makes money every year. Far. 
marks that an expert like Mr. Bates reads in- 
teliigently. 


( 

















CANADA. 


( \ANADIAN ADVERTISING Is best done by THE 
E. DESBARATS ADVERTISING AGENCY, | 
Montreal. 4 


___ CLASS PAPERS. 


ADVERTISING. 


YRINTERS’ INK is a magazine devoted to the 

general subject of advertising. Its standing 

and influc.ce is recognized throughout the en- 

tire couatr its unsolicited judgment upon ad- 

vertising matters is of value to intelligent adver- 

tisers as being that of a recognized authority.— 
Chicago (Ill.) News. 

PRINTERS’ INK is devoted exclusively to adver 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint. Subscription price #5 a 
year. Advertising rates, classific d 25 ce nts aline 


















PRINTERS’ 





each ame, ee 50 cents a line. 4-page 
page e $50, whole page $100 each time. “attdess 
oRINTERS’ INK, 10 Spruce St., New Y« 


RELIGIOUS, 
BAPTIST. 
HE GEORGIA BAPTIST, Augusta, Ga., is read 
by more than 5,000 progressive negro preach 


ers and teachers in Georgia, South Carolina, Ala 
bama and Florida. Cire’n for 1899, 6.275 weekly. 











Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position —if granted. 
Must be handed in one week in advance. 


COIN CARRIERS 


selling to publishers by the 












100,000! 
Tele ee City 
Jourval: ill take 100,000 
money mailers. Please rus ch 4 
Our Coin Carriers affor | perfect security. No 


gummed slots. You use them over and over again. 
They carry your ad and do your collecting. Sam 


le free, or dozen 10 cents 
NOVELTY MFG. C0., 12 Coin 8 Coin St it.» Anderson, Ind. 


Is Your Business Sick? 


Try TURNER’S TONIC—business literature 





written in his personal, impressive style that | 


holds attention and BRINGS RESULTS. 
Wholesale dealer in ideas that pull bust 
ness. Something new and ay A always 
brewing. Write for a suggestion free. 


CLAUDE WATSON TURNER, 
I) Broadway, . : New York. 
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ts I] 

Ds (one) 
Are you satisfied with the results 

from your present advertising ? 
Are your circulars and boo lets 


satisfactory ? 
Don’t you think the y could be im- 








proved —in the matter, the style, 
the display, the printing? 
| Is your office stationery all it 
| should be—is it sufficiently neat and 


attractive ? 

If you are dissatisfied you sure! 
need my services. 

I write, display and print’ adve1 
tising literature of all kinds and 
have built up an international rep 
utation for excellent work. 

have the “knack” of doing it 
just the right way—the telling way 
—the protitable way. No fancy 
frills or flowery language in the ads 
I write, but plain money-making, 
business-getting arguments. 

The best writing, best type, best 
printing — producing the best re- 
sults. 

Try me once—you’ll be sorry you 
didn’t know me betore. 

Write for my free booklet, 
Dollars a Thousand.’ 


WM. JOHNSTON, 


MANAGER PRINTERS’ INK PRESS, 


10 SPRUCE STREET, NEW YORK. 


“Ten 














A 

Circle | 
Of | 
‘Ten thousand 


Subscribers 


Is 
Better 
lor an advertiser 
Than 
| A fluctuating 


Circulation, though 
Greater, 
Even at the 
Put on your next list 
THE CHRISTIAN 
WITNESS, 


same rate, 


| Boston, 
You won't regret so 
doing 





reser 
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Youngstown, Ohio, Vindicator 





DAILY: SUNDAY: WEEKLY: 
10,000 10,000 9,600 
LEADING DAILY IN NORTHEASTERN OHIO, 


For Rates address 


H. D. LaCOSTE, Thirty-Eight Park Row, New York 


SPECIAL NEWSPAPER REPRESENTATIVE. 
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News for All, Filth for None. 


If the PATRIOT cannot make your business hum, it is not of 
the humming kind. 


THE PATRIOT, 


HARRISBURG, PA. 


bain Ai A A> A Ae mad aie an ai a 


H. D. LA COSTE, 
38 Park Row, New York, 


vewwwwewweeeeww SS, .~- 
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THE 


Buffalo Review 


PROGRESSIVE 
COMPLETE 
POPULAR 


Reaches the intelligent Purchasing Public. 


Buffalo Review Co., Buffalo, N.Y. 


Or W. E. SCOTT, Manager Foreign Advertising, 
150 NASSAU STREET, NEW Yo! 
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The Evening Journal 


of Jersey City, N. 4 


Goes into over thirteen thou- Panes /4 486 
sand families in Jersey City cireulation in 1899, 9 


and is a guest in over eighty 


‘ 2 erage daily cir 
percent of the English speak- oa * nding 15, 140 


ing households in the city. March $ 




















About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circulation and character of American 
newspapers. He has always at hand, in chronological order, accessible at a moment’s 
notice, a conveniently arranged mass of interesting documents, statements, pamphlets 
and circulation figures, g« ing to show what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiarity with the 
subject it is always possible to pass the history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper Directory with circulation ratings revised 
and corrected to date appeared September Ist. This is the third quarterly issue for the 
thirty-second year of the publication, 


PRICE FIVE DOLLARS. 
GEORGE P. ROWELL & CO., Publishers, No. 10 Spruce Street, New York, 
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HILE in most States it is nec 
W essary to uSe SEVERAL NEWS 
PAPERS to properly cover the 

field, it is different in 


MONTANA, 


the Treasure State, where 


ONE NEWSPAPER 


will de the work. 


The Anaconda Standard. 
Average circulation in October. 
12,223, which is more than all other 
Montana dailies combined. 
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lf You 


have anything to sell which that tre- 
mendous mass of people who are in- 
tensely interested in Baseball, Trap 
Shooting, Billiards and kindred sports 
are interested in, an advertisement in 
SPorTING Lire will do you more good 
than any other kind of an advertise- 
ment on earth. 

SPorTING LiFe is the recognized au- 
thority of these sports. 

It is a clean, bright, well-edited 
weekly of 16 pages. Every page and 
every line is of the keenest interest to 
every man interested in the sports which it represents. 

It isn’t an experiment; is over 18 years old, and 
every year adds to its circulation and its influence. 

The people who read it have money to spend, and 
spend it more freely than any other class of people in the 
country. 

If you are not represented in its columns, it’s because 
you haven't anything to sell these 
people, or because you don’t thor- 
oughly understand what 


SPORTING LIFE 


is and what it can do for you. 

We would like to tell you more 
about it. Sample copy for the 
asking. Advertising rates are 15 
cents a line. No time or space dis- 
counts. Publication Day is Satur- 
day of each week. 

Advertising forms close on Wed- 
nesday preceding. 

Send your orders through any 
reliable advertising agency, or di- 
rect to 


SPORTING LIFE PUBLISHING CO., 
34 SOUTH THIRD ST., PHILADELPHIA. 
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LA PRESSE 


Sworn Circulation . CANADA'S 
“aie "fany 1890 GREATEST 
to August 311900 ADVERTISING 
MEDIUM 
1890 17718 


I891 20394 
1892 23.238 
1893 29500 
1894 35.458 
1895 45.450 |p ee 
1896 52.730 pe 
1837 54.846 ~— a 
898 63.216 Best Equipped 
1399 66.274 Newspeee 
900 @ 7. S29 __ onthe whole Continent. 
ACTUAL CIRCULATION, 


Daily, - - - 68,379 
Sunday Edition, - 40,000 


The circulation of ‘‘LA PRESSE” exceeds by 10,000 copies 
that of any English Daily published in Canada, and exceeds 
also by 13,000 the combined circulation of the eight 
other French Dailies. 






































Send for Rates and Sample Copies. 
Books open at all times for the inspection of advertisers 


“LA PRESSE,” Montreal, Canada. 
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The Paid City Circulation of 
THE 


Milwaukee Journal 


| is guaranteed by The Jour- 
nal Co. to be larger than is 
the roraL circulation of any 
other English evening daily 
at Milwaukee. The total 
circulation of Tur JOURNAL 
is larger thanisthe COMBINED 
circulation of the two other 
evening papers. 


THE JOURNAL COMPANY, 
MILWAUKEE, WIS. 


EASTERN REPRESENTATIVE WESTERN REPRESENTATIVE: 
STEPHEN B. SMITH, Cc. D. BERTOLET, 
30 Tribune Bldg., New York limes-Herald Bldg., Chicago. 
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The Wichita Eagle 


is one of two morning papers 
in Kansas that prints the /7// 
Morning Associated Press 
News. THE EAGLE has the 
largest circulation of any daily 


paper published in Kansas. 


AVERAGE (4,147 DAILY 





And prints 30 per cent more 
foreign advertisements and 
fifty per cent more local ad- 
vertisements than any daily 
paper published in the State. 


R. P. MURDOCK, Bus. Mgr. Wichita Eagle. 





THE S. C. BECKWITH SPECIAL AGENCY, 
SOLE AGENTS FOREIGN ADVERTISING, 

47, 48, 49 & 59 TRIBUNE BLDG., 469 THE ROOKERY, 

NEW YORK CITY. CHICAGO. 
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Kiddle-de-dee ! 








|IGH Prices used to be the caper but they 
don’t go now 

It’s all very well to issue fancy speci- 
mens (without the prices), and write funny 
stories about Stradivarius and his violin, 
but if printers are charged three dollars 
for ink which I am glad to sell for one dollar, I fail to 
see the joke Thi. jollying would go al! right some years 
ago when competition was not so keen, but nowadays it’s 
a question of dollars and cents (not silver) and the man 
that furnishes the best inks for the least money secures 
the order, 

Governor Roosevelt recently remarked that a ton of 
oratory was not worth an oewce of good hard common 
sense talk, and he proved his arguments at the last election. 

I may feel a little jealous of not having the ability 
to write the fancy language used in my competitors’ 
advertisements, but I am not an advertising expert. 
These experts are no cheap men, and what I save by 
writing my own s uff is shared with my cus'omers. 

I have the moral courage to say just whit I think 
and although the ink men accused me of lowering the 
dignity of the trade, the printers of the country have 
blessed me for releasing them from the bondage of 
high prices. 

During the month of October I received 1,065 
orders, every one accompanied by the cash. 

Send for my price list, or if you are using a special 
ink mail me a smali sample, and if I don’t beat the price 
you are paying, I won’t bother you again, 














Addre ss 


ray | V7 


UUU LAS 


13 Spruce Street, New York. 
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Many Persons Know 





that it is injurious*to their 





eyesight to read newspapers 





or books while riding in 






the street or elevated cars 


And They Don’t 


read them. But they do read 









the advertising cards in the 






cars. They can’t help them- 





selves, because these cards 






are of a size which its effective 






and attractive. 
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or 





Would you like to know more about Street 












| 

| % ; 
| 2 
| & Car Advertising ? i 
| & 

; # eI 
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Drop us a line and we will 


arrange a personal interview 





with you or write you fully 






| 

| on the subject. Fifteen branch 
| offices in the United States 
and Canada. 


GEO. KISSAM & CO.,, 


Broadway, N. Y. 



















Written by JOHN H. SINBE..G, 





“The Record,” Philadelphia, Pa, 

















PRINTERS’ INK. 37 








| WONDERED 


what that new food article could 




























possibly be you told me to 
bring home this evening, wife, 
but, sure enough, the first thing 
that caught my eye in the 
Brooklyn ‘“L” car this morn- 





ing was one of those large dis- 
play cards which told me why 
you wanted that particular brand 
of food, and I knew right away 
you had seen the card when 
you were coming home yester- 
day from shopping. 


Thousands read these cards every day and they will read 
yours if you will have them placed there by the leading firm 


in the business, 





GEO. KISSAM & CO., 


253 Broadway, New York. 














Written by EF. H. Garrard, Oasord, Ohiv, 
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Thanksgiving comes next 
the list of holidays, and, in many 
lines of business, it can be made 
the occasion for some special and 
very profitable advertising. The 
clothier can urge the importance 
of being well dressed on _ that 
day. The furniture man can 
peal to the housewife’s pride in 
the matter of dining-room furni- 
ture. The crockery dealer has a 
chance to say his say about the 
added enjoyment that good china 
will bring to the Thanksgiving 
board. The seller of stoves and 
kitchen fixings should emphasize 
the timeliness of purchases in his 
line. It is the butcher’s, the 
grocer’s and the baker's oppor- 
tunity to win new _ business 
through good advertising of 
things good to eat. In fact there 
are few lines that cannot in some 
way cater to a Thanksgiving need, 
and it only remains for each 
merchant to dig out the attract- 
ive, timely things and tell of them 
in his newspaper as _ attractively 
and as convincingly as he can, 
bearing in mind the pulling power 
of definite descriptions and print- 
ed prices. 





Free Turkey 
With Every 
Hub Range. 


From 
ing Day 
tirely 
fresh 


now to 
we will 
free a 


Thanksgiv- 
give en 
large, fat, 
killed, 10-pound Tur- 
key with every Hub Range 
sold. This is your oppor- 
tunity to get a bird for 
Thanksgiving and not have 
it cost you a penny. 
The Hub Range is 
cellent baker, richly 
mented, but does not 
that overloaded effect 
acteristic of highly orna- 
mental stoves. Saves fuel, 
and has the _ highest in- 
dorsement of the Boston 
Cooking School principal, 
which is a guarantee of its 
superiority. 


an ex- 
orna- 
have 
char- 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 
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Seeeseeresooos 





New Clothes for 
Thanksgiving, 
Sir? 


Somehow or other a man 
doesn’t feel ‘“holidayish” 
save in a new suit—and 
most folks have taken full 
advantage of the late-ling- 
ering warm days, and will 


time the laying aside of last 


season’s togs with the just- 
at-hand_ festal day — mot 
quite a week is left and 
when everybody wants at- 
tention, you can’t have near 
so much of the salesman’s 


time as will be 


day. 


yours to- 





Carvers. 


Somehow a_ good 
ive carving set seems 
oughly in keeping with 
Thanksgiving dinner 
adds to the carver’s 
for thanks-giving. 
a few worthy 
tives of a large 
plete stock, 
priced. 


effect- 
thor- 
the 
and 
cause 
Here 
representa- 
and com- 
attractively 





Sideboard Talk 


Is pertinent 
ever is. 
most here. 
going to 
dining 
Custom 


now if it 
Thanksgiving l- 
What are you 
do about new 
room furniture? 
has set November 
as the month to re-furnish 
the dining room. We're 
ready to help you to do it 
and the price shan’t make 
it hard for you. 

lere’s one of 
tiest sideboards in 
store; beautiful carving on 
top and gallery supports—a 
gracefully shaped bevel 
glass—roomy drawers, one 
of them lined for silver; 
wide, ample linen drawers; 
paneled doors underneath, 
and the wide, solid side 
posts give the whole affair 
a massive appearance. It 
will do credit to any din- 
ing room. We've put a price 
on it that will cause thanks- 
giving when you buy it. 


The price is $20. 


the pret- 
our big 


are , 
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| Your | | 
Thanksgiving 
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| | 
| 
se | 
| Cigar | 
| Should be one that 
| will top your dinner with 
| an enjoyment that is worthy 
of the day. A box of our 
| choice Havanas to pass to 
your guests for their after 
dinner cigar will be some 
thing they will remember, ; 
and the cost will be very | — 
. . e “pee The 
small, as you can judge 
from these prices: 


] 


A Liveryman’s Scheme. 


A stands for animals, 





So sound and so sleek, 
That you'll find at our 
{ stables, 
| Each day in the week. 
This is the first  instal- | 
ment of the alphabet in | 








rhyme which will appear in 
this space for the coming 
thirteen weeks. The young 
ster who clips these rhymes 
from the paper and= ar 
ranges them in the most art 
istic souven form will have 
our largest carryall at his or 
her service for an afternoon | 
at the close of the contest, 

| as told in Saturday’s News. 
Watch this space forchanges 
twice 


a w eek, 


Will 


~ 


Interest the Young Man Who Ha 
Just Been Accepted. 





> . : _ 

Diamond Rings. | 
A buyer of a diamond, if 

he intends spending a large | 

amount, usually feels confi | 

dent of obtaining a fine stone 


| 

| that will fully represent and | 
| warrant his outlay. Among | 
those who have in view a } 
more modest expenditure, 

doubt is often felt whether 

the sum will buy one of suf- 

ficient size and beauty. To 


those we should say that $40, 
$so and etc., will pur- 
chase an effective solitaire or 
half hoop ring with diamonds 
of exceptional quality and 
beauty, and in combinations 
of diamonds with the colored 


$60, 


| 

| 

gems half these prices will | 

command effective rings of | 

equal quality. | 
Says a Great Deal in Small Space. 


Own a Chafing 

Dish. | 
They admit of much hospi- 

tality. They’re mighty 

handy, and they’re not 

expensive if you buy here. 


hi Lance | 


so 





other 
popular 
They have come on our in- 
vitation, and bring with them 


Persuasive 


INK. 


To Make ’Em Step Lively. 


You'll Have to 
Hurry! 


We sell carpets by sam- 
ples, one and one-half yards 
long. F Iks have been ask- 
ing uss when the samples 
were to be on sale—we an- 
swer this week. They are 
suitable for rugs, and cost 


less than half their price. 


Scarf Shop” Scems a 


a Specialty of Scarfs. 
Phe Scarf Shop. 
We have just received an- 
invoice of those very 
English squares. 


all the latest New York 
beauty in way of patterns 
and__ colorings. They are 


showing blue, red and white 


| grounds, with the colors of 
the rainbow. You can’t help 
being pleased with their 


looks, as there is not an ugly 
one in our store. 


Price Fifty cents. 
Piano 


You Should 
Have Music. 


If you haven’t a piano in 
your home you need one. 
You need it for yourself as 
well as for your family and 
your friends. There is 
nothing that can_ replace 
music for home recreation 
and entertainment. «and of 
all music, piano music is 
the most satisfactory and the 
most popula.. 

We offer you by far the 
stock i 


largest of pianos in 
Paterson from which to 
make your selection. It 
contains the representative 
makes of the _ industry, 


ardmans, 
Sterlings 


Chickerings, 

Gablers, Lesters, 
and others. Our prices are 
the very lowest possible, 
and are, quality for quality, 


just aout a hundred dollars 
lower than the figures in 
ordinary small stores, 

You need not delay. The 
question of cost should not 
interfere, for we will sell 
you a good piano on _ easy 
payments that can be met 
without difficulty. We will 
let you have a reliable Up 


right on a first payment of 
$10 and future monthly pay- 
ments of $6. 





Argument. 


é i Happy 
} Name For a Haberdashery Making 











I wish to thank Mr. Charles Z. 
Daniel, a general adwriter of 
Hartford, Conn., and Mr. 
William Hugh Strong, of Hamil- 
ton, Canada, for specimens of 
their recent good work. 

Mr. Daniel shows ability in the 
effective handling of a great va-| 
riety of subjects and I am glad 
to reproduce in this department 

-veral examples of his skill. 

“Mr. Strong’s work for Thomas 
C. Watkins, of his city, bears evi- 
dence of careful thought and that 
painstaking attention to details 
which adds so much to the effect- 
iveness of an ad. It is entirely 
free from the high-sounding but 
empty phrases so common in the 
current advertising of department 
stores, is very convincingly writ- | 
ten and excellent in typography. I 
shall make extracts from it, from 
time to time, for the benefit of 
readers of this department. 

A Strong Headline. 


Men’s Stand-the- 
Rain Clothing. 


That is, won’t get out of 

shape after a week’s wear. 
Made to fit—not pressed to 
fit. Because the clothing 
f our newly opened ready 
to-wear clothing store | is 
only the very best. ; 
name of the maker 
guarantees it equal 
est made to measure. Your 
money back if not perfectly 
suited. 


Handicap 
Price. 


One That is 
1 for 


the 


Badly 
Want of a 





| Ever Buy Butter 
| by the Tub? 


If you 
know how 
You may 
so because 
irge, 
This is all obviated 
tub butter we have. 
St. Albans butter, 
or its excellence, we 
ten-pound tubs. 
From these it runs up in 
», 30 and 50 pound tubs. 
Try a ten-pound tub and 
how well you'll like it. 


haven't you don’t 
convenient it is. 

not have done 
the tubs are 


in the 
famed 
have 


see 


For a 
to the 
Don’t go 
You'll get 
at the 


Restaurant. 


theater 
home for 
the best 
Oriental 


Going 
night ? 
supper. 

| there 1s 
| Restaurant. 


to- 


PRINTERS 


INK. 


For a Trust Company. 


Your friend may be will- 
ing to go on your bond— 
but is it right .o ask him? 

You can get a bond from 


this company without plac- 
ing yourself under obliga- 
tions to ) anybody. 


Shows Careful Calculation. 


000 Flies — 


is about the catching 
possibility of a sheet of our 


Sticky Fly Paper. 

2 sheets for sc. 

Also Poison Fly Paper, 
same price. Insect Powder 
and 


other reliefs. 


Direct and Convincing. 


How’ s Your = 
Watch ? 


I charge you as little as 


any watchmaker can, and 
still do honest work. 

“To get the best—pays 
the best”? applies to watch 
repairing with extra _ force. 
You can’t attord to let any 
third-rate tinker ‘‘monkey”’ 
with your watch. It will 


cost twice in the end what it 
would to have carried it to 
a man with a reputation. 








Quite Forcible. 


When You | 
Buy a Lot 
don’t get a 


out in the 
you can 


buy a lot: 
piece of an acre 
country, where 
never have sewers or city 
water; but buy one in the 
heart of .we city, with every 
improvement and ready to 
use. I can sell you such 
lots at as low a price and on 
as easy terms as you are 
asked for an eighth of an 
acre of farm land. Come 
in and see for yourself. 


Short and Strong. 


Tried Dav id’s 
Way of 
Getting Thin ? 

It’s the best, the simplest, 
the quickest way. 


Only the alternating of 
Kissengen and Vichy tab- 
lets. 

You take one one day, the 


other the next. 
Twenty-five cents a 
whole treatment fifty 


bottle, 
cents. 





A man came in here the 





or cheap. They’re built 
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A Brief Shoe Ad That Will Be Be- | This Advertiser Should Have Printed 
lieved. | Some of His “Short” Prices. 
| ce 
| “Another Pair Irunks 
| Like These.” made for actual serv- 
| ice in every size, expensive 
| 


other day and wantea “an- 


other pair like these.” 


“These” were a pair of 
+ our men’s sterling calf $2 
shoes. He yor worn them 


since early ~ 
We think - ‘a of them 
that we guarantee every 
pair that leaves the store. 
In broad or narrow cap, 


and medium plain toes. 
Lace or _ congress. All 
_styles, $2. 





Good Enough. 





Eye Glasses. 

The most expert examin- 
ation, the best lenses, good 
serviceable rims, or gold- 
filled mountings, and the 
price is $1.50. 

Perhaps you think you 
should pav double this price 
to get the best. That is 
wrong. There are no better 
lenses than we give you, 
and few specialists that can 
fit your eves so well. 








Guitars and Mandolins. 





Play upon a 
Harwood 


guitar or mandolin 
and you will never be satis- 


fied with any other. Har- 
woods possess every quauity 
which appeals to the musi- 


cian. 

Sweet singing tone. 

Easy fingering. 

Distinctive beauty in shape 
and finish. 

Thorough construction and 
finest materials. 

Harwoods are Kansas City 
products, and guaranteed in 
writing for five years. 

Don’t fail to send for il- 
lustrated catalogue if you 
can’t call. They are free. 








A Good One for a Bank. 





Frugality, economy, a bank 
account with a strong bank- 
ing institution are three 
things that promote individ- 
ual prosperity. 

Be sure you get to the Me- 
chanics National Bank, the 
bank with more than a mill- 
ion dollars behind it. 

Write for illustrated book 
on bank affairs. 





with all the _ trunk-style 
that’s practicable, and hand- 
somely finished even to the 
| three-dollar kind. Trunks 
for little trips or long jour 
neys; but the prices are al 
ways short. 





For « a § Painter. 


No Time the the 
Present. 





Paint the house now—if it 
needs it—to paint at the 

| right time is to economize. 
| We have the workmen to 
do the work—and do it prop- 
erly. We also have the kind 
of paint that looks best—and 
wears longest. 


Good Argument. 


T hree Profits. 


This is what you had to 
pay when beef, iron and 
wine sold at one dollar—the 
manufacturers, the jobbers | 
and the retailers. 

We now make it ourselves, 
| in our own laboratory, sav 
| ing you all but our very low 
| margin of profit. 

This is the reason that we 
can offer you the very best 
article at 3s5c, three bottles 

| for $t. Poor in price, but 
ich in quality. 





Makes Just One Good Point and 


Makes It Well. 





Plenes That Stand 


There are any number of 
pianos that look well and 
|} sound fairly well—at the 
start. You can buy cheap 
pianos that do that; but a 
piano should be made to 
last a lifetime. If it only 
“stays good” a few months 
it is dear at any price. 





EMERSON PIANOS 

| are of the kind that 
“STAND.” They are safe 
instruments to luy. They 
stand the wear and tear of 
every day usage, and with 


ordinary care three genera 
tions of children may prac 





tice on one. Besides their 
known goodness vou have 
our guarantee—exchange if 
not satisfactory. 




















PRINTERS’ INK. 45 


Out of the Ordinary and Very Good. Good Camera Talk. 


Kodaks for All. - 








| 

|The Aylsmere. | | 

| Have you ever octet | Traveler, hunter, cyclist, 

how much better satisfaction disciple of Walton, golfer 

you get dealing with owner | and automobilier, ali find in 

than agent? | the kodak an ally of enjoy- 
The owner manages the | ment. He may “press the 

Aylsmere. button” and leave it, ito an- | 
It’s but a step from the | other to “do the rest,” or he 

Park, less than a step from may delve deeper and solve 

“L” and cable cars. ‘ | the charming mysteries of 
Seven-room housekeeping | the dark room. 

apartment. | Eastman kodaks and East- 

| man supplies—the genuine 











Seems Very Frank and Honest. here. 
, one $5 to $35 — a 
it : a u ine of picture-making 
The Price of Coal oe 


Has changed materially 
on account of the strike. 
Take our advice and don’t Covers the Ground in a Few Words. 
buy more than you need for } = 








present use .t the advanced | 
prices. Don’t let yourself be | 5c Laces That j 
frightened that coal will go | 

up to a hundred dollars a | | Are Different. 





ton. We predict an early 
settlement in favor of the 
| unfortunate strikers. 





Yes, very different from 
the ordinary sorts. Fact is, 
— we opened 8,000 yards this 
morning that outdo our own 


Cught to Bring Business to a Bowl- 























. former efforts. Splendid | 
ing Alley. linen color cotton medics, 
‘i - % z in both wide and_ nar- 
rhe Ball Keeps row, and some wonderful 
m4 | values in fine thread linen 
. Rolling Here. | color Torcheons in the best 
| The bowlers flock to the qualities and most desirable 
finest alleys in New Eng- | patterns we have ever of- 
land during the month of fered at this popular price. 
October. Many are being 
initiated into the ways of ‘ — 
the health-giving sport. A Broker's Invitation. 
If you’re not a_ bowler | 
you had better begin now; y ’ " 
| you'll be the healthier for You I Be Pleased 
it. with the people you 
a . in Myton’s oftice. A 
The Window and the Ad Together Sak aa aad 
Make a Strong Covcbtmestin congenisl and social lot of | 
= men making my place more 
ll like a club than a_ stock 
Gri e, broker’s office. 

Our store windows exem- You should be among 
plify the artistic effect to be them if you are a speculator. 
acquired by the use of Grille. All the daily financial pa- 

Perhaps there’s a spot in pers and every other facility 

| your home that can be thus | to aid you. You are wel- 
| beautified. | | | come, even as a spectator. 


| Weare agents for the most | a a 
expensive Grille made; but | Strange This Line of Business Isn’t 


it’s the best. More Widely Advertised. 

















For a Perfume. 5 .s ~ 
- Electricity Solves 
nis morning’s express 
ore another big stp: £ he L ight 
ply of that new and nicest o 
perfumes— ‘Garland of Vio- ' Problem ! ! 
lets.” To keep abreast of the 
Have you ever tried it? times you must use electric- | 
Above all it’s lasting, and ity to light the home and | 
it’s the odor of nothing but office. Absolutely safe—no | 
| violet flowers. danger of its eve- exploding, 
You can buy as little or as igniting the iace curtains or 
much as you please. asphyxiating any member of | 
| Try 10 cents’ worth. the family. We supply the | 
Get it at Kinner’s only. current. ’Phone 1877. 
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The Practical Fashion Journal 


Is over twenty-one years old: 


Sey 


Is now under new management: 

Possesses the confidence of tifty-five thousand 
subscribers: 

Relies upon its subscription list and sales from 
the news companies and is never given away 
by department stores: 

Is good enough to sell for 25c. per copy or $2 
per year: 

Sample copy free (inclose your car¢): 


Advertising rates 50c. per line fo one and all. 


TOILETTES 


170 Fifth Avenue, 
NEW YORK. 


Will remove on or avout November 15th 
to new Toilettes Building, 26 EF. 22d St., City. 
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ces eT 
Saleh : 4 . 


Six Insertions Gratis. 





An advertisement contracted for to 
appear in Printers’ Ink for the year 
1go1 will be inserted 


FRE &. 


in all the remaining issues of, 1900. 


Address 
PRINTERS’ INK, 


10 Spruce Street, - - - New York, 
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FOR SLUGGISH 
BUSINESS 


a tl ll le ll 


a ey ee ee ~F 


KISSAM & CO., 253 Broad- 
way, New York, have one of 
the best remedies on earth. 
The great cure is a boon to 
merchants who cry ‘‘hard 
times.”’ Itis simple, effective 
and sure; if your business is 
weak, run down or dull try 


A STREET CAR AD 


It is a great tonic for slug- 
gish business, gives it new 
life and makes it profitable 
for the man who owns . it. 
Write Kissam about it. 


i i i i i i i i a 
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GEO. KISSAM & CO. 


253 Broadway, New York. 
FIFTEEN BRANCH OFFICES. 


Written by A. G. Powell, Starke, Fla. 
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